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commercial and engineering news of the industry, advances in electrical engineering 

and operating practice, and matters of central-station policy and sales management, 
are referred to the weekly ELECTRICAL WORLD. 





A Neat Year's Christmas Present 


UST think what it would mean to all of us, next year, if good 
A photographs were taken this Christmas of all the good dis- 

plays in the windows of electric stores. For ELECTRICAL MER- 
CHANDISING would be glad to reproduce them in some form for 
distribution so that anybody could select his features for the holi- 
days next year from this great fund of good stuff. 

Begin by doing your part now. Have pictures taken of your 
window if you get an inspiration and it sells the goods. Then send 
it in to us at once and we will keep them all until next year, and 
you will see your bread come back upon the waters, with a full- 
course dinner right behind. 


Do You Like Green Dollar Bills? 


HIS month we have revived the famous “Dollar Ideas” that 
were such a popular feature of Electrical Merchandise 
some years ago—and of 

Selling Electricity before it. You 
will find them scattered through 
this issue, set in a box in bold- 
face type with a special head. 
And they are worth it. 

Then when you’ve read them, 
here’s the thing for you to do. 
Sit down and marshal all your 
brain throbs. Write to us about 
the good ideas—the “happy hunches”—you have used to turn a 
trick. We will publish them as “Dollar Ideas” and here’s an inter- 
esting point—Every time that one of your “Dollar Ideas” appear 
in these pages we will send you a Dollar Bill—a brand new, sweet, 
juicy one that nobody has ever had before. 

If you like Dollar Bills here is an easy way. 




















Look for this Sign on Any Page 


“Your Sales Stories Are Read and Re-read’’ 


HIS letter came the other day from a Philadelphia jobber. 
We would like to have you read it: 


“After I saw the first issue,” he says, “I felt that I would like our 
heads of departments, as well as salesmen, to read ELECTRICAL MERCHANDISING, 
knowing that one thought gained and applied to increase efficiency was well 
worth the price for a year. We sent a copy to each of our salesmen, with a 
request that he read it and let us know if he felt it was worth his subscribing 
for. We were pleased when we did not get one unfavorable answer and we 
will see to it that each salesman gets a copy gratis. 


“Your practical stories of successful sales are read, and sometimes reread, 
and there is not a salesman who does not feel he can profit by them.” 


Jobbers’ salesmen, now-a-days, have very little time to read. 
The great lament of the manufacturer is that it is so difficult to 
interest the jobber’s salesmen in his goods. Therefore, the fact 
that there was not one adverse report is not only interesting but 
more or less significant. What do you think? 
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A Great Opportunity—Warting 


ENTRAL stations, jobbers, 

contractors, dealers, manu- 

facturers, each are repre- 
sented by strong national associations. 
Each in their national meetings dis- 
cuss their own problems and out of this 
discussion has come great good for the 
industry as a whole. 


But it is only here and there that the 
work of all these groups is localized. 
ELECTRICAL MERCHANDISING believes 
in strong local electrical associations 
representing all the electrical men in 
the community. It believes the time has 
come to foster local effort, to urge that 
the electrical men in every community 
get together as a body and understand 
each other better. 


Examples of the possibility of such 
local effort are found in two national 
bodies—the Jovians and the Society for 
Electrical Development, Inc. The aims 
of both the Society and the Jovian Order 
embrace all the men in the community. 


Both stand for co-operation, not be- 
tween contractor and contractor, jobber 
and jobber, manufacturer and manu- 
facturer, central station and central 
station, but between each and all of 
these. 


The greatest contribution the Jovian 
Order has made to the industry, in our 
opinion, is the bond of sympathy, the 
opportunity for co-operation among all 
electrical men in a community, which is 


best expressed in the successful elec- 
trical leagues. Similarly, the best- 
known effort of the Society has been the 
promotion of electrical week, which 
depends for its final success upon the 
enthusiasm and energy of local electri- 
cal men welded together by a common 
plan for a common purpose. 


America’s Electrical Week, the sec- 
ond successful effort of the Society and 
its local committees, is just completed. 
On its local committees were scores of 
prominent Jovians. A campaign for 
membership with a new financial plan 
is now being promoted by the Jovian 
Hundred Pointers through local sub- 
committees. 


ELECTRCAL MERCHANDISING believes 
that by strengthening these local organ- 
izations the common aims of both asso- 
ciations can be promoted and a great 
good done for the industry. Here is a 
waiting opportunity. Co-operation be- 
tween the Jovian Order and the Society 
is already well established. The local 
committees for America’s Electrical 
Week have done splendid work. Is it 
not possible that the spirit which makes 
it possible for all to combine one week 
in the year to reach for a common goal, 
may find opportunity to express itself 
in each community during the other 
fifty-one weeks. 

In strong local organization is a wait- 
ing opportunity—a worthy task for 
these two national bodies to unite upon. 
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A MESSAGE TO YOU FROM CLEVELAND 


How the Cleveland Electrical League Has Found 
the Secret of Success in Local Harmony Work 


By EARL E. WHITEHORNE 








HIS is the story of an 
[| ‘esti League in 
Cleveland, the “sixth 
city” in point of size and the || 
home of a large and active 


body of men at work in vari- 
ous branches of the electrical 


industry. nity. 


It is a league that numbers 
fully 1200 members, a body big 
enough, you’ll say, to accom- 
plish anything. You’re right, 
and yet the purpose of this 
story is to tell you how you 
can do likewise in your town. 
For though I know “your town 
is different’”—just as they all 


is impossible to expect develop- 
ments on such a scale in smaller 
and less active cities, there is 
still one point to keep in mind. 





An interesting thing has been happen- 
ing in Cleveland. 


is not the story but the lesson, just that 
| part of the experience that may be appro- 
| priated in your own town to the same 
good ends.—EDITORS. 





There were full as many elec- 


It is interesting not | 
| only as a story, not alone as an achieve- | 
| ment in a single city, but rather as an ex- | 
| perience that has a personal application || service to the industry and the 
to every electrical man in every commu- | 
For it is an experience that has 
worked out the human principles on which 
the local electrical family ANYWHERE 
may be successfully banded together for 
better harmony and better business. 


The electrical men in Cleveland have or- 

| ganized an Electrical League and brought 
it to a point where it exerts a remarkable 
influence in the community. 
all come about is told in the following 
article. It will interest you. But as you 
are—and though it obviously | read remember—What concerns you most 


How it has 


—— bolder spirits among the Cleve- 


'| land electrical men decided that 
|| they should have an Electrical 
League in their city that would 
be a credit to Cleveland and a 


men composing it. After a 
hard fight a vote was secured 
that was favorable to establish- 
ing permanent headquarters, 
and the real, although embryo, 
organization began. A perma- 
nent secretary was hired, and 
some of the better hearted com- 
pany heads approved a dona- 
tion disguised as advertising to 
help pay the rent and the secre- 
tary’s salary. 

“By means of a very little en- 
thusiasm in a small member- 
ship committee, the member- 
ship was slowly, but surely, 

















trical men in Cleveland three 

short years ago and yet there was no 
such league. Two years ago this 
league itself was a weakling and a 
failure, but to-day it is a big and pow- 
erful force for progress. 

For it isn’t the number of men at 
hand that counts, it is the underlying 
principles that have given purpose and 
direction to the effort. The idea of 
organizing the men affiliated with the 
various electrical enterprises in a city, 
into an electrical league is not new, 
for there are many such. There are 
Jovian lunch clubs in a number of 
cities. There are other local associa- 
tions of divers kinds, some young, 
some old, all formed with this same 
purpose of getting the electrical men 
together for a stronger friendship 
and more intelligent co-operation. But 
though this idea has been long sup- 
ported by general approval in the in- 
dustry, still to-day there is only one 
such club where there should be a hun- 
dred, and the reason is not hard to 
find. I want to spread it out before 
you by telling you about the inner 
workings which make this league in 
Cleveland what it is to-day. 


To get the proper background in 
your mind, I’m going to quote direct 


from a letter from R. S. Dunning, 
secretary of the Electrical League of 
Cleveland, in which he describes the 
recent membership campaign that has 
raised the league from its former 
weak position and given it a rugged 
strength for service. Mr. Dunning 
writes as follows: 

“A couple of years ago some of the 
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Napoleon H, Boynton, the presiaing genius of 
the Cleveland Electrical League. 


boosted from the original 250 
up to 500, all within the period 
of a year, and the future began to 
brighten up for the secretary’s cred- 
itors. Building operations, however, 
caused a relapse, and the league lost 
its little home. A temporary two-by- 
four office was taken until something 
should turn up to provide one more 
suitable. Routine followed routine, 
until one day the secretary announced 
to the Board of Directors that, un!2ss 
decent club quarters were provided, 
the membership would soon be “non 
est” by force of delinquencies and res- 
ignations. Action began immediately. 


THE NEED FOR NEW LIFE 


“A committee appointed from the 
Board of Directors to look up a loca- 
tion, turned in a report that the best 
proposition for the money seemed to 
be the offer of one of the promi- 
nent hotels to build a glass club house 
on its roof for the league to rent at 
$5,000 per year. The problem of pay- 
ing a yearly rental of $5,000, main- 
taining an office and buying postage 
stamps was hard to solve, and another 
committee was appointed to devise 
ways and means. After some good, 
hard thought, this committee recom- 
mended that the dues be increased 
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from $4 to $10 per year, and that the 
membership be increased from 500 to 
1000. This resulted in a letter being 
written to the 498 members asking 
them to vote on the question of rais- 
ing their ante 150 per cent. Approxi- 
mately 497 came through with a hearty 
‘Yes.’ That paid the rent, but the 
office still lacked its daily three grains 
of corn. 

“Still another committee was ap- 
pointed to provide the 500 new mem- 
bers. This committee, after consid- 
erable individual thought and joint 
discussion, decided to get these 500 
members in a week and have the whole 
matter over with. They made them- 
selves the General Staff of The Grand 
Army of the Electrical League of 
Cleveland, and completed their organ- 
ization as indicated in the diagram 
on page 246, by recruiting two com- 
petitive regiments to strive for the 
honors to be awarded in the Member- 
ship Campaign. In this way a total 


Just study this photograph and see what you see. 


of 180 privates, twenty captains, two 
colonels and a General Staff of four 
were lined up to get 500 members in 
seven days. 


LAUNCHING THE CAMPAIGN 


“A mysterious order to report at a 
luncheon meeting was sent out to the 
Grand Army, and the two full regi- 
ments turned out. The President 
opened the meeting by turning the 
league over to the General Staff for 
one week, the bugler sounded ‘Atten- 
tion,’ at which the General arose and 
gave a carefully prepared speech, full 
of pep, with many opportune pauses 
for applause, the latter being care- 
fully started by the orderly, who sat 
in the back of the room. Enthusiasm 
was running high, and when the 
colonels were ordered forward to re- 
port the condition of their regiments, 
and to distribute ammunition in the 
shape of prospect lists, application 
blanks, blue prints of the new quar- 


The size of the Cleveland League made possible a large and handsome home. But 
general atmosphere has not been purchased with coin. 
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ters, etc., the noise nearly opened the 
flood gates of old friend Jupiter Plu- 
vius. The army was instructed by 
the General that a report must be 
made at noon each day of the cam- 
paign at a luncheon meeting—that ab- 
sence from these meetings by an offi- 
cer would cause disgrace, and that all 
privates should make a decided effort 
to attend—and that a failure to re- 
port at least one application might 
mean censure from the General Staff 
itself. It was also announced that 
prizes would be given each day for 
the company turning in the most ap- 
plications, and for the company turn- 
ing in applications from the represen- 
tatives of the largest number of elec- 
trical companies. A beautiful loving 
cup was placed on exhibition with the 
announcement that the regiment se- 
curing the greater number of appli- 
cations would be honored by the en- 
scrollment of the names of its officers 
on one side of the cup and the com- 


the 


It has grown. 
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pany securing the greatest number of 
applications would be honored by hav- 
ing the names of its members engraved 
on the other side. 


THE MEMBERSHIP DOUBLED 


“The bugler sounded the charge and 
the campaign began. Two four-foot 
canvas, ‘Volt-meters’ were on hand at 
the daily meetings to the number of 
applications turned in by each regi- 
ment. A big single-stroke gong re- 
corded the advent of every new mem- 
ber. Paper military hats were at each 
plate to distinguish the competing 
regiments and their officers from the 
men. By a little systematic planning, 
enthusiasm was rampant at each meet- 
ing, which was attended by an average 
of sixty officers and men. 

“The newspapers were enlisted. 
One day’s issue brought out a picture 
of the Mayor of Cleveland and the Di- 
rector of Public Utilities signing their 
applications. Another issue showed 
the picture of the “Youngest Appli- 
cant,” a boy four years of age, and 
still another showed the face of a 
pretty, young woman who entered her 
application that she might enjoy the 
luxurious ladies’ quarters promised 
for the new rooms. Daily articles 
showed the standing of the regiments 
and companies, and gave the names 
of prominent men who had made ap- 
plication for membership. Daily bul- 
letins were sent out to the entire mem- 
bership showing graphically the prog- 
ress made, and calling on every man 
to ‘do his duty,’ and as the reports 


came in and additional recruits were 
added, competition increased and en- 
thusiasm was overfiowing. 

“The last day of the campaign was 
the occasion for the final big meet- 
ing. The Mayor was on hand to tell 
what he thought of his new connec- 
tion, the big gong was working over- 
time and the final reports showed a 
grand total of 703 applications for 
membership secured during the seven 
days of the campaign. When the 
meeting had closed, The Electrical 
League of Cleveland had taken its 
place as the largest local electrical or- 
ganization in the world, with a total 
membership of 1201, around which 
figure the league has been holding its 
own ever since.” 


THE MESSAGE FOR THE 
SMALLER CITY 


So the membership was more than 
doubled—and if the mere reading of 
the story of this campaign kindles an 
enthusiasm it is easy to imagine what 
a big time it was for the men who put 
it over. The new quarters on the roof 
of the Hotel Hallenden were completed 
and the league moved into a suite of 
rooms entirely adequate and appropri- 
ate as the pictures show. While they 
were waiting for the club rooms, in- 
terest was kept alive by social activi- 
ties such as a baseball party when 
members and friends in a body of 2000 
attended the opening game of Cleve- 
land with the New York Americans. 

But these details do not point out 
much opportunity to the small city 
























































DEPAPTMFRT Finance Committee 
Company 4 or a 
iibiee cana ieee prnance Muditing Committee 
Company B 
}——————| ditte DEPARTMEXT Rental Committee 
Company ¢ or a 
ditte Wave & MEANS Special Committees 
Company D 
-——_| aitte DEPARTMENT Code Committee 
Conpeny 5 TREASURER or Art Mupeun Committee 
aitte 
: ; LIC APPAIRG c 
pon . on Public Affaire Committes 
Reguler /—_——_—| ditte . 
Reginat n - SECRETARY DEPARTUERT | wentinon tng. phan 
as om } Rear endl [|Eiectric Venicle Comnfttee 
a | P Fisture Dealers Geotion 
Company & rn 
| ditte DEPARTMEST saasiahy Sematates ‘ 
° 52 or Bowopaper Dlictty Committes 
ate er Publicity Committees 
GEENA 1 atre poanp PuaLrorr? House Organ Comaittes 
General Ctapeny J ai 
Adjutant ——_— ditto - DEPARTMEST Bight Goboo] Comsittee 
A jutent or 
x Company 4 EDUCATION Divisional Activity Committee 
ditte 
Formal ening Committee 
Company & DEPARTNENT Bouse nee ening Committee 
eiees an Bouse Illumination Committ ec 
Library Committee 
Company C Quarrrrs House Committee 
aatte Reception Committee 
| _Seepeny BD DEPARTUERT Weekly. Meetings Committes 
ditte or 
Colonel Company E PROGRAM Special General Meetings Committee 
Volunteer ditte 
Reginent 
¥ _——— DEPARTMENT Membership Committee 
aitte or 
Company & weaetese IP Booster’ s Committee 
| Gitte 
Cenpeny 8 DEPARTMENT Entertainment Committee 
—— ditte or Spectal Committees 
Company - Orrert aires Music Committee 
tte 
Compery DEPAPTNERT Rejuvenation Committee 
aitte or Jovian Seateeetes Committee 
ACTIVITIES ‘orrespondence Committee 
Diagram No. 1 shows the “regimental” organization during the big membership campaign. 
At right, diagram No. 2 outlines the permanent committee organization of the League. 
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man who wishes he could form a 
league in his town. He cannot hope to 
operate on such a scale. Yet it isn’t 
force of numbers alone that has put 
the Cleveland League into its stride 
and made it fruitful. There is many 
a club in many a city that has 1000 
members and never does a_ useful 
thing. Achievement by such organ- 
izations must depend on point o’ view 
and purpose and the way in which this 
plan is carried through. How it is 
done in Cleveland and can be done in 
your town will not take long to tell. 

As Mr. N. H. Boynton, the presi- 
dent of the Cleveland Electrical 
League, expressed the thought to me, 
“Friendship is the outgrowth of as- 
sociation, and it is only through such 
friendship that any real co-operation 
can be expected.” And right there is 
the underlying thought that is respon- 
sible for the success of the Cleveland 
League. The plan has been to get 
everybody working and to associate 
together in this work the men who 
ought to know each other for their 
own good. It has all been very care- 
fully thought out. 


THE ORGANIZATION POLICY 


In the first place, a very compre- 
hensive organization of departments 
and committees has been instituted 
as is shown in Diagram No. 2. On 
these committees over 300 members 
are enrolled and active. On these com- 
mittees are gathered together the men 
whose occupation has fitted them par- 
ticularly for the job and who will 
benefit from contact. 

On the auditing committee, for in- 
stance, are auditors for various big 
electrical companies in Cleveland, men 
who because their interests are in com- 
mon, should know each other, but had 
never come together in the day’s work. 
On the finance committee are serving 
treasurers of various big local enter- 
prises. Together they have worked 
out a budget system for the league. 
This committee work is play for them, 
but it brings them all together in a 
friendly and informal way and every 
one of them is benefiting from it. 

For the spirit of the league is in- 
formality. While in the club, members 
commonly wear lapel badges on which 
their names are printed in large let- 
ters. “Dress clothes are left for the 
waiters,” as one member puts it. A 
weekly bulletin is issued in which news 
relating to members of the league is 
very briefly printed. The rooms are 
comfortable, cheerful and therefore 
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A glimpse of the Ladies’ Quarters in the 
League's sky-high home 





popular. All kinds of members drop 
in and rub elbows. A salesman one 
day found himself sitting beside a 
professor of electrical engineering at 
the Case Technical School. “Why 
don’t you teach something about com- 
mercial electricity in your home?” he 
asked. Asa result a series of lectures 
on this subject has been introduced. 
Every noon there are seventy-five or 
more members on hand for lunch. 
They represent all companies—manu- 
facturers of all kinds of electrical ma- 
terial, the local central station, con- 
tractors’ supply houses—they are get- 
ting acquainted with each other, with 
their bosses, with the wide diversity 
and the common interests of the big 
family of electrical men. 

Then besides this there are classes 
for study. There is a class in public 
speaking, for instance, in which a 
number of men are studying. Among 
them are two jobbers, a street rail- 
way man and a central station man— 
men who occupy positions of impor- 
tance that demand some public speak- 
ing, and they feel that they don’t 
know how. They pay $10 for the 
course and meet each week. 

Some kind of work is found for al- 
most everybody. One prominent man 
who never had shown interest was put 
on a committee of three to buy some 
furniture. Since then he goes to the 
league rooms all the time, because this 
bit of service has given him a per- 
sonal interest and he has found out 
what it’s all about. This is the policy 
that will bring success in any such 
organization however small. For re- 
member, there is plenty of such work 
to be done in the little city as well as 
in the big, while because there are 
fewer men available for membership, 
less money is required for the smaller 
quarters, which simplifies the work of 
organization. Moreover, it is in the 






















































small town that association, friendship 
and co-operation are particularly 
needed and the friendly contact does 
not come without an effort. 


OTHER WoORK—YOUR OPPORTUNITY 


And what do they do in the Cleve- 
land League besides this? Well, four 
jobbers work together on the House 
Committee. That’s good for all of 
them. Another group make up the 
Speakers’ Committee, and they ar- 
range at least one inspirationed talk 
each month to broaden out the point 
o’ view and keep the pepper hot. Men 
like ex-President Taft, Senator Bur- 
ton, Hugh Chalmers, C. P. Steinmetz, 
Henry L. Doherty and Samuel Insull 
have addressed these meetings. Again, 
the Public Affairs Committee 
ests the big fellows. It represents the 
central station, street railway, the 
telephone company and many manufac- 
turers. They sent out a letter at elec- 
tion time, for instance, in regard to a 
city bond issue. They have accom- 
panied the Mayor and members of the 
Rotary Club and the Chamber of Com- 
merce to Washington on public busi- 
ness. They have appointed the third 
member on arbitration boards and 
aided in the settlement of local con- 
troversies. The Publicity Committee 
keeps in touch with the press and fur- 
nishes them some welcome article of 
new value almost every week. The 
league headquarters is given over to 


inter- 


When the Mayor of Cleveland capitulated te two soldiers of the membership army 
photograph was taken, and all the papers printed it 
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the use of the Iron & Steel Engineers, 
the Jovians, the local members of the 
American Institute of Electrical En- 
gineers, the local contractors and other 
bodies. In short, the league headquar- 
ters is the focal point for all men al- 
lied with the electrical industry in any 
work they have to do. 

There is the story of the Cleveland 
League in brief. I will not try to tell 
the individual reader just exactly how 
this experience may be applied in his 
town, what to do first, what next. It 
isn’t necessary. The big idea behind 
the Cleveland enterprise is the value 
of association and the friendship that 
And 
it is obvious to vou that the way to 
bring about such healthy association 
is to interest kind of 
common work. 


results in practical co-operation. 


men in some 

So get your men together. 
a comfortable club room sufficiently 
attractive to make you all want to 
spend some time there. Arrange a 
luncheon once a week or 


Fix up 


oftener de- 
pending on the number of members. 
Then get everybody interested in the 
doing of some kind of work, the way 


they have in Cleveland. For you need 


more association in your town be- 
tween electrical men, you need more 
friendship, more co-operation; and 


whether there be thirty eligible mem- 
bers or 300 or 3000 such a league will 
do for you proportionately what it is 
accomplishing in Cleveland. 
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More Than a Range a Day Sold at St. Louis ue 


Thirteen Months 


How the Range Campaign Was Organized, How It Was Advertised, and How 
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the Sales Force Worked—WNet Results in Sales More Than 400 Ranges 


—Increases in Range Prices and How They Have Interfered with Sales 


BOUT thirteen months ago the 
Ata Electric Light & Power 

Company of St. Louis, Mo., sold 
thirty-six electric ranges by direct 
personal solicitation. Ranges were 
not advertised at that time to the 
public in general; and in making the 
first few sales an 


cause it had secured authentic in- 
formation on ranges installed in St. 
Louis, it was able to present in its 
first half-page newspaper advertise- 
ment testimonials and operating costs 
that were not abstract but were 
definite statements from St. Louis 


men; one is a woman teacher; and 
two are women demonstrators. It is 
of interest to note that three-fifths of 
this “sales” force do not have as their 
prime object getting the names on 
the dotted line. Three of the five are 
women who teach the proper use 

of the range, 





effort was made to 
place the ranges 
in thirty-six dif- 
ferent parts of 
the city. These 
ranges were care- 
fully watched so 
that from these 
first installations 
authentic _infor- 
mation on _ local 
electric cooking 
customers’ could 
be obtained. 
After about 
ninety days, when 
the officials of the 
company were 
convinced that the 








and who follow up 


ele ane sales to pre- 
a8 Gua vent customers, 
SL Lam | || through igno- 

rance, from abus- 


ing the equipment 
and becoming dis- 
satisfied with it. 


TERMS OF SALES 


Throughout the 
campaign, ranges 
have been sold at 
list prices, but the 
cost of installa- 
tion is borne by 
the company. The 
terms offered 
have been 10 per 
cent cash and the 
balance in eleven 
equal monthly in- 
stallments, paya- 








electric range 
business in St. 
Louis could be 
made a_ success 
from all stand- 
points, .the real 
range campaign Household Show. 


was started. To 
begin with the company took an 80-ft. 
booth at the local “Household Show.” 
In this space it practically duplicated 
the exhibit of a prominent range 
manufacturer at the Panama-Pacific 
International Exposition. Six cooks 
of different nationalities were engaged 
before six electric ranges preparing 
the representative dishes of their na- 
tive lands. Liberal portions of these 
viands were served to the visitors at 
the show. Of course, the company’s 
demonstrators and sales people were 
in attendance at the booth. During 
the show, which lasted two weeks, 
they sold twelve ranges and secured 
a list of 200 prospective customers. 
At the same time the company be- 
gan its electric range advertising. Be- 


At This Booth Six Cooks of Six Different Nationalities Prepared Dishes of Their Native 
Lands and Helped Sell Twelve Ranges and Secure 200 Prospects During a Two-Weeks 


people. Such advertising arguments 
could not be refuted. But in addition 
to newspaper advertising, bill-boards 
and the other usual mediums were em- 
ployed to spread the news that all St. 
Louis could now “cook by wire.’ Bill- 
boards were found to be particularly 
useful in this opening campaign. 
Later, when the campaign was well 
under way, it was found possible to 
use smaller space in the papers; the 
later publicity carried all of the points 
of the opening broadside, but the 
story was told more tersely. 

To back up this publicity campaign 
and to take advantage of the interest 
created, an electric-range sales force 
was necessary. Five people have been 
employed in this work; two are sales- 





ble with the elec- 
tric service bill. 
The company 
makes the addi- 
tional offer, however, that if the cus- 
tomer is not satisfied with the range 
it may be returned at the end of a 
forty-five-day trial. The only charge 
made on returned ranges is for the 
actual energy used. 

The results of this plan of selling 
are of two sorts: one result is actual 
sales, and the other result is acquired 
experience. Of the former it may be 
said that although no selling was 
done during three full months of the 
thirteen, which have elapsed since the 
first range was introduced, the sales 
force has disposed of a net average 
of thirty-one ranges a month for the 
entire thirteen months. Four hun- 
dred and three have been put out on 
trial and have remained sold. In the 
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Newspaper Ad with Personal Appeal, Effec- 
tive in St. Louis Range Campaign 





same period thirty-nine ranges, or 
about 8.8 per cent of the total, have 
been returned to the company. Of the 
ranges which have been returned, 60 
per cent came back because of the 
poor credit of the purchaser. The 
chief complaint against the remainder 
of those returned was that “‘they would 
not heat the kitchen.” 

Besides the pleasing results in act- 
ual sales, the results in experience are 
most interest- 
ing. At the ‘““House- 
hold Show” a lady 
who was plainly a 
prospective custo- 
mer came into the 
booth and instead 
of addressing the 
demonstrator _ be- 
gan talking to a 
second visitor in 
the booth. Both 
C. E. Michel, who 
has had the range 
sales in charge, 
and a demonstrator 
were near enough 
to overhear’ the 
conversation. It 
quickly developed 
that the second 
woman was the 


; The 
satisfied owner “y 
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Advantages of Electric Cooking Are 
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of one of the original thirty-six 
ranges. The demonstrator was for 
joining the conversation. But Mr. 
Michel sent her to the other end of the 
booth and gave the satisfied customer 
a free field. The plan worked. That 
one satisfied customer all but closed 
the deal for a range, then turned her 
convert over to one of the sales people 
who provided a blank order to be 
signed. Before she left the booth that 
day the satisfied customer had actually 
sold two ranges. As the result of this 
experience Mr. Michel believes that 
range users are his best salesmen and 
he sees to it that they are not in- 
terrupted when they wish to talk 
ranges to prospects. 

Another point which the experience 
of ihe Union Company has demon- 
strated, is that the price increases of 
electric ranges have materially af- 
fected central station sales plans. For 
instance, just at the time when sales- 
men were actively reaping the re- 
sults of the intensive work among the 
first list of prospects, the first price 
increase was announced. Before that 
time the salesmen had been able to get 
as many as twelve range orders in a 
single day. The prospective custom- 
ers had been educated to the point 
where they understood that ranges 
cost a certain amount. Many were 
wavering and eventually would have 
bought at that price. But when the 
increase was announced it proved 
practically impossible to sell any 
ranges to that list of prospects. It 
was necessary then to get a new list 
and begin all over again. When the 
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What Some St. Louis Users 
of Electric Ranges Say 
of Them: 


“IT feel that your company is 
entitled to an unsolicited tes- 
timonial.” 


“I, as well as each member 
of the family, continually and I 
might say, persistently, recom- 
mended the ‘Union Electric’ 
and the Electric Range as per- 
fection in service.” 

“And in addition to this I 
use an Electric Iron, Electric 
Cleaner, besides the Range, and 
it does the majority of bread 
baking, and with all this serv- 
ice my bills will not average 
quite $4.50 per month.” 

“Everything seems to be 
cooked by magic.” 


“The economy and cleanli- 
ness of operation has been 
equaled only by the improve- 
ment over other methods, in the 
quality of the food cooked.” 


“We would be very unwilling 
to go back to the old methods 
of cooking. Incidentally your 
prospective buyers will be in- 
terested to hear that our elec- 
tric bill is perfectly satisfactory, 
too, practically no more than 
gas.” 

“It has met all requirements 
of an up-to-date, modern range, 
and I could not expect more 
than that.” 























How Testimonials of Local Electric-Range 
Users Are Used in the Union Electric Com- 
pany’s Newspaper Advertising 





second list had reached the fruitful 
stage another increase was announced. 
The salesmen, in consequence of this 
fact, are now working on the third 
list of prospective customers. So, 
while no effort is being made to criti- 
cize anyone for the unstable price con- 
ditions, it is sincerely believed that 
the greatest success, from the stand- 
point of central station sales, can be 
attained when price conditions are 
stable. 


Flashers Used on Lamp 
Rack 

McCarthy Brothers & Ford of 
Buffalo have a lamp rack that compels 
attention. It is arranged to take 
lamps of all sizes, which are shown 
lighted, and along the rack are scat- 
tered flasher sockets, so that flashes 
occur at different points. Colored 
lamps here and there throughout the 
rack help to make the display attrac- 
tive to the eye. 
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A “PERPETUAL INVENTORY” SYSTEM 


Jobbers’ Card-Index Records Stock Remaining on Hand After Each 
Sale. Classification Under Which Stock Is Checked to Within Fraction 
of 1 Per Cent Is Also Used to Advantage in Other Departments 


ECORD of the stock on hand in 

the rooms of the Pacific 

States Electric Company at San 
Francisco is kept on a card index, the 
cards being arranged as shown in the 
above illustration. The plan provides 
not only for a continuous record of 
stock hand, but includes 
scheme of classification that simpli- 
fies accounting and affords an easy 
means of examining stock movements 
in detail. With these advantages it is 
convenient to analyze stock-room con- 
ditions at frequent intervals. Large 
discrepancies are avoided and supply 
orders are suited exactly to the needs 
of the trade. 


store 


on also a 


Primarily the system depends upon 
classifying into ten groups all of the 
stock carried. Each group can be 
subdivided into 100 divisions, although 
a smaller number has thus far been 
found to suffice. This makes it pos- 
sible to classify as follows: 


Main Group 

Numbers General Description of Material 
1— 99 
199 


Appliance, wiring, wiring devices. 
Apparatus, switchboards and 
switchboard instruments 

Batteries and supplies. 

Conduit, moulding, conduit 
moulding accessories 

Construction materials. 

House goods 

Lighting supplies and accessories. 

Sundry supplies and specialties. 

Tools and small hardware. 

Wires, cords and cables. 


100 
200 299 
300—399 and 
100 


500 


499 
599 
699 
799 
X99 
999 


600 
700 
SUOU- 
S00 


Thus the number 320 on the wire- 


duct card shown classifies it first as in 
the 300 group, which includes all con- 
duit and molding accessories, and then 
more exactly in subdivision twenty un- 
der which is listed non-metallic con- 
duit. This same general classification 
is used in maintaining cost records, 
stock keeping, sales pricing, filing in- 
formation and by the purchasing de- 
partment. There is no direct tie be- 
tween the stock-keeping system and 
these other departments, but through- 
out the organization wherever there is 
occasion for reference to goods handled 
by the company, the same principal 
guide figures are used. By this plan 
similar articles are always listed to- 

















Pole-line Hardware Is Received Into the Basement by Chutes Leading from the Wagon Entrance. 


Storage Bins for Guy Anchors 


At the Right Are Pictured Some of the 


Note the Stock-Record Sheets Hung on the Posts Flanking Each “Stall” Bin. 
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Transparent Glass Partitions Are a Feature of the Fifth-Floor Offices of the Pacific States 
Electric Company, San Francisco, Assuring Ample Natural Light and Bringing All Members 
of the Organization Into View of One Another and of the Public Corridors 





gether, which is not the case under an 
alphabetical system of arrangement. 


WHAT THE CARD ENTRIES SHOW 


In the space on the card marked 
“minimum” there is placed the quan- 
tity below which it is not desired to 
allow a decrease in the stock on hand. 
This quantity is determined by a study 
of the “summary of sales record” on 
the reverse of the card. This sum- 
mary shows the amount of stock sold 
in a period of at least six months pre- 
ceding. Thus each time a sale is re- 
corded and the new decreased stock 
balance is placed in the right-hand 
column, the new balance can be com- 
pared with the minimum at a glance. 
In other words, the minimum stands 
as a danger signal and the one who 
makes the entry on the card must not 
“run past it’? except with a full knowl- 
edge of conditions. 

It is the custom to always set the 
minimum high so that there will be 
ample warning of decrease in stock. 
If the stock on hand approaches near 
to the minimum, by a reference to the 
reverse side it may be adjudged that 
under the circumstances there is war- 
ranted a decrease in the stock below 
the minimum listed, the idea is that 
the presence of a “minimum” on the 
card will keep the recorder informed 
as to the relation of stock balance to 
probable safe margin of supplies on 
hand. 


Both incoming and outgoing stock 
entries are made in the same column, 
different colored inks being used to 
differentiate incoming from outgoing. 
The reference number refers to in- 
voice on the bill. The general descrip- 
tion of material appears under one of 
the ten main groupings. The refer- 
ence to “similar material’ is to give 
the stockman a memo of similar ma- 
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terial that he may consider as a sub- 
stitute if his stock is suddenly drained 
or when reference to alternatives be- 
comes necessary for any reason. 

The catalog number refers to listing 
in the company publication. The card 
number gives the number of individual 
cards devoted to this same item, it be- 
ing assumed that if the card number 
is ten, nine previous cards full of sales 
records are being carried in the dead 
file, the balance from the preceding 
card having been carried forward to 
card No. 10. Only one card for each 
item needs to be carried in the current 
file. Under specific description is 
given more detailed information for 
identifying the particular item listed. 
On the reverse side of the card the 
summary of sales record is self-ex- 
planatory, except that it should be 
noted that the three-year columns are 
provided for use on very slow-moving 
stock. Where the items are subject to 
brisk demand, the cards fill up rapidly 
and it is usually necessary to bring 
forward only the sales summary for 
the preceding six months. 

CHECKING UP STOCK MOVEMENTS 

The “Ordering and Receiving Rec- 
ord” is kept as information for the 
stock record clerk, when his stock is 
getting low, which will enable him to 
estimate when he can fill unexpected 
large orders that would drain stock on 
hand. The columns for “pick-ups” are 
used for listing emergency purchases 

















A Section of the Shipping Room, Showing the Assembly Bins in which Orders Are Made Up. 


Note the Movable Bin Partitions, 


Enabling the Fullest Use to Be 
At the Left is Shown Some of the Conduit Stock 


Made of the Bench Space, 
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Left—One of the Wire Storage Bays. 





Right—The Shipping and Receiving Entrances Alongside the Shipping Office. 








made to supplement stock, pending re- 
ceipt of orders already placed, or when- 
ever there is some delay in receiving 
supplies from the usual sources. 

Of course it is impossible to exact- 
ly balance values with the stock record 
because of inevitable minor discrep- 
ancies, which it is not worth while to 
run down. For example: The freight 
on a carload shipment of miscellane- 
ous supplies cannot be distributed ex- 
actly among all the items that may be 
included in the order. Naturally the 
cost of later shipments might be fig- 
ured at a slightly different price, al- 
though the manufacturers’ quotation 
on the item remained unchanged. 
There are other discrepancies due to 
clerical errors, price fluctuations, etc.; 
these usually figure out as a shortage 
at the end of the year, although theo- 
retically there should be an overage as 
often as there would be a shortage. 

To take care of this discrepancy 
which practically always appears, and 
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One of the Typical Retail Salesrooms of the 
Pacific States Company 


in order that monthly totals might be 
more nearly correct, it has been the 
policy of the company to set aside a 
reserve of 1 of 1 per cent of the value 
of stock handled to cover shrinkage. 
This percentage has been adopted after 
it was found to very closely approxi- 
mate normal shrinkage of this sort. 
It will be noted that these stock- 
keeping cards do not carry any cost or 
sales prices. They are intended sim- 
ply to list up the material on hand. 
During the year frequent checks are 






made to make sure that stock on hand 
equals the quantity called for by the 
cards and these frequent checkings dis- 
cover any discrepancies due to clerical 
errors, etc., before they become seri- 
ous. At the end of each year a com- 
plete physical inventory is made, at 
which time each item of stock is re- 
corded on its corresponding card in 
the exact amount found by physical 
count. Men who actually handle stock 
are bonded in accordance with the re- 
sponsibility of their positions. 





Electrical Jobber Must Help Create Demand 


That the jobber must help create 
demand for the manufacturer’s prod- 
uct and that he must pass along to the 
dealer and contractor ideas and sug- 
gestions that mean more business for 
both were points emphasized by sev- 
eral speakers during the interchange 
of ideas on merchandising methods at 
the annual meeting of the Westing- 
house Agent Jobbers’ Association at 
the Homestead Hotel, Hot Springs, 
Va., Nov. 20 to 23. 

It was evident from the papers read 
at the meeting that there is a new mer- 
chandising spirit at work in the in- 
dustry, and that the enterprising job- 
bers have already worked out methods 
of increasing the demand for electrical 
goods. 

The day of the jobber, it developed 
in the meetings, who sits back and ex- 
pects a profit merely for handling 
goods is passing. The jobber of to- 
day and to-morrow is helping to create 
a demand for electrical goods by look- 
ing for new avenues of sale, better 





means of handling his salesmen, more 
knowledge of what it costs him to do 
business in different lines, and more 
knowledge of merchandising ideas 
which he can pass along to his cus- 
tomers, to the dealer and to the con- 
tractor. 

An informal smoker was given, at 
which the speakers were Lucien J. 
Eastin, president of the Columbian 
Electrical Company, St. Joseph, Mo.; 
F. M. Feiker, editor of ELECTRICAL 
WoRLD and ELECTRICAL MERCHANDIS- 
ING, New York City; John J. Jackson, 
general attorney, and S. L. Nicholson, 
sales manager, respectively, of the 
Westinghouse company. 

At the closing session of the con- 
vention J. C. Schmidtbauer of Mil- 
waukee, Wis., vice-president of Julius 
Andrae & Sons Company, was elected 
president. 

A group photograph of the Westing- 
house Jobbers’ Convention is repro- 
duced on pages 286 and 287 of this 
issue. 
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LESSONS FROM «LAZY WEEK” 







bo 
or 
w 


The Brass Tack Brigade Gets Together During the Last Days of December to 
Swap Experiences of the Year and to Trade Ideas from Twelve Months’ Selling 


Year’s was “lazy week’ for the 

commercial department of the 
Combination Gas & Electric Company. 
The holiday selling drive had carried 
them right up to midnight of Christ- 
mas Eve: it was the culmination of 
the merchandising year, and a year 
of big success. 

“No use in trying to sell anything 
this week,” said Davis, the commer- 
cial manager of the company. “No- 
body has the money to do any buying 
and nobody in this company, at least, 
has the gumption to sell. I’d rather 
have the boys loaf. Loafing is good 
for men _ occasionally—keeps them 
from going stale. 

“Another thing: salesmen like to 
talk about salesmanship just as artists 
talk about art or baseball players 
about baseball. During this midwin- 
ter week off the fellows get together 
and swap the year’s experiences— 
these they try to boil down and crys- 
tallize into a few basic principles. 
They make up a sort of informal pro- 
gram, each day keeping the discussion 
to one subject. To-day ” here Davis 
consulted a memo in his notebook— 
“to-day they’re to tell what one thing 
they learned during the year that’s 
been of the most value to them as a 
selling help. 

“Little Micky Daly started it a 
couple of years ago. He came in the 
day after Christmas with a box of 
El Redolencia cigars such as the 
puddlers from the steel mills smoke 
at a wake. 

“ ‘Chief,’ says he, 
no Christmas present; it’s to pay fer 
a lesson.’ And then he stood around 
as bashful as a kid giving a red apple 
to a blond schoolmam. 


Beers we Christmas and New 





‘this here ain’t 


“Well, spill it, Micky,’ I said, 
‘what’s the lesson?’ 
“Just this,’ he replied: ‘You’ve 


taught me that there ain’t no such 
thing as a corporation.’ 

“T didn’t get the idea at all, but I’ve 
learned enough about men to know 
that it’s a good plan to keep still some- 
times and wait for the answer. Next 
Christmas the answer came. Micky 
blows in with a chest of cigars as big 





By FRANK B. RAE, JR. 


ALA 


“T’ll have ye know, Misther Casey,” 
Mickey, 
buy. Th’ meter up there on yer wall is a 
dum sight more honester tnin th’ grocery 
scales. An’ every wan o’ them there little 
killywatts on yer bill was delivered fresh as 
an egg that’s warm out of a hen.” 


said 
“that them meters is th’ best I kin 





as a trunk and the best smokes I ever 
tasted. 

“ ‘This here is th’ rist o’ my tuition,’ 
he said. ‘Ye mind I told you a year 
gone that I’d learned there ain’t no 
such thing as a corporation. Well, I 
made good money outa that lesson and 
this here is your split.’ 

“ Sorry, Mickey,’ I said, ‘but I can’t 
take a split on a deal I don’t know 
about. What’s the big idea? Come 
through with the answer.’ 

“So Mickey told us his ideas about 
corporations. Before he got through 
most of the fellows were standing 
around listening and smoking up 
Micky’s high-priced cabbage.” 

This is the story: 


* * * 


HERE is no such thing as a 
ccr>oration, for a corporation is 


really a partnership. Some of 
the partners hold a financial interest 
and some of them hold jobs. The man 
who puts up money gets 5 or 6 cents 


a year for every dollar he risks, and 
the man who puts in his time gets 
maybe a half a cent for every minute 
he spends at work. A man who works 
for $15 a week gets just as much as 
the man who puts in $15,000 of capi- 
tal. 

When Micky Daly first figured this 
out for himself, he was getting the 
$15 a week. He therefore figured his 
capital value as $15,000 and deter- 
mined to increase it. At the end of 
the second year what with salary and 
commissions, he was getting approxi- 
mately $30 a week, and so he figured 
himself to be worth $30,000. It’s a 
fine feeling to know that you have 
increased your property by $15,000 in 
a single year! 

By looking at the situation in this 
light, Micky developed another idea. 
When he heard people talking about 
the soulless corporation he said to 
himself, “These people are talking 
about me, for I am a partner in this 
corporation. Why do they knock me? 
Ain’t I got as much soul as old Wipe- 
joint, the plumber? Where do they 
get this stuff?” And the next time 
somebody spoke against the corpora- 
tions Micky replied, “J am the cor- 
poration.” 

That was the foundation of Micky’s 
success in the cabbage-patch district 
across the tracks. He did not repre- 
sent the company: he embodied the 
company. On that first occasion there 
was a bitter complaint about a bill. 
Micky followed the case to smooth it 
out, which he did in this wise: 

“Th’ meter is fast, say ye? I’ll have 
ye know, Misther Casey, that them 
meters is th’ best I kin buy—th’ best 
anywan can buy. Th’ meter up there 
on yer wall is a dum sight more hon- 
ester than the scales in yer brother’s 
grocery store, Misther Casey—’tis a 
dum sight more honest thin th’ scales 
at th’ wood yard where ye buy coal. 
Th’ electricity ain’t watered like th’ 
milk ye buy. It’s honest’ weight, full 
measure, an’ guaranteed under th’ 
pure food laws. Every wan o’ them 
there little kilywatts on yer bill was 
delivered fresh as an egg that’s warm 
out of a hen.” 
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“Whisht, Micky,” replied Casey, 
“ver talk does ye honor—’tis what yer 
paid for by th’ thievin’ corrupora- 
tion—” 

And then it was that Micky para- 
phrased Napoleon and said, “J am the 


corporation.” Which pulled the 
foundations from under Casey’s com- 
plaint. 


For it must be realized that nine- 
tenths of the attacks and criticisms 
against corporations are aimed at a 
vague, impersonal something which is 
inhuman, soulless and practically un- 
reachable. Micky Daly made the 
company human—he became the com- 
pany within his territory. Demagogs 
might accuse a corporation of high 
crimes and misdemeanors, but the peo- 
ple in his territory would never ac- 
cuse Micky Daly of being party to the 
installation of automatic meters or the 
sale of adulterated kilowatts. 

* * 


HE lesson that Big Jim Lenox 
[comes last year and which he 

told about in the meeting I at- 
tended, was extremely simple, yet a 
lesson which too few public utility 
men have grasped. 

Jim, in the old days, had been a 
complaint clerk—not an “adjuster” 
nor an “investigator,” but a complaint 
clerk. He sat behind a heavy grill 
with a sign above, “Complaints,” and 
to the left, another sign, “Line forms 
on this side.’ Angry, suspicious, 
abusive people passed in review before 
him all day. All day he listened to 
their constant, querulous and often 
profane assertions that the company 
was robbing them or giving bad serv- 
ice, or both. Jim barked back at the 
kickers. He thought he was hired to 
bark. 

When Davis took hold of the Com- 
bination Company commercial depart- 
ment the complaint window was 
boarded up and Big Jim was put out 
in a territory. 

“The hardest thing I had to learn,” 
he said, “was that the public is made 
up of human beings like my wife’s 
relatives and the members of my lodge. 
At that, I had to go East to get wise. 

“IT was down in the Big Town and 
the things that interested me most 
were the subways. They’ve got two 
of ’em there, run by different systems. 
One day I stopped off in one of the 
stations and watched the mob—thous- 
ands and thousands of people hustling 
and jamming their way around, and a 
couple of dozen guards as big as Jess 
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“On the other line things happened differ- 
ently. Why. I even saw a conductor mak 
one chap move so as to give a lady a seat.” 





Willard pushing and hauling at ’em. 
‘Some crowd,’ I said to one of these 
guards. ‘This traffic is fierce,’ he says 
back. ‘Step lively there! Watch ’er 
step! Get up in th’ car, you!’ 

“On the other line things happened 
differently. Why, I even saw a con- 
ductor make one chap move so as to 
give a lady a seat. 

‘When I spoke to the conductor he 
said, ‘Oh, we handle all sorts of folks 
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“T have found out two things,’’ said Ed- 
wards. “One is that a woman always be- 
lieves the I-use-it-myself argument, and the 
other is that a woman loses confidence just 


as soon as she finds out that you don’t know 


all about your goods. Since then I’ve bought 
or borrowed about every appliance there is, 
and I use ’em all.” 
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—mostly decent. Use both doors, 
please, and don’t crowd.’ 

“Somehow those two remarks stuck 
in my dome. One of these fellows re- 
ferred to the passengers as ‘traffic’: 
to the other fellow they were ‘all sorts 
of folks—mostly decent.’ It occurred 
to me that I didn’t like to have a 
rough-necked subway guard referring 
to me as ‘traffic.” And then I remem- 
bered how I used to refer to folks who 
came to the complaint window as 
‘kickers,’ and how now that I was out 
on a territory I referred to the people 
who signed applications or bought ap- 
pliances as ‘suckers.’ I took a tumble 
to myself right then. I made up my 
mind that the people in my territory 
were ‘all sorts of folks—mostly de- 
cent,’ and I found out they were just 
that. I’ve been making more money 
since.” 


* * * 


66 HE thing I learned,” said Ed- 
wards, a new man, “was to 


use the things I sell. The les- 
son came from friend wife, who is the 
buying-est little shopper that ever 
gladdened the heart of a department 
store owner. She buys everything, 
and I have to watch her like a lynx 
or she’d have me in jail for debt every 
week. One day I kidded her about a 
purchase. 

“*Tt’s just fine,’ she declared. ‘The 
woman in the store told me she used it 
herself.’ 

“Next day I asked her to get me 
some shaving soap, and specified my 
brand. She came in with some new- 
fangled stuff. ‘What’s this?’ says I. 
‘Did the blond clerkino tell you she 
used it herself?’ 

““No,’ was the answer, ‘but she 
told me her brother-in-law used it.’ 

“That set me thinking. I looked 
about a bit and found out two things: 
one is that a woman always believes 
the I-use-it-myself argument, and the 
other is that a woman loses confidence 
just as soon as she finds out that you 
don’t know all about your goods. 

“Since then I’ve bought or borrowed 
about every appliance there is, and I 
use ’em all. Also, I know ’em all. 
When I talk washing machine to a 
woman I say, ‘Our washing this Mon- 
day included seven sheets, five of my 
shirts, three tablecloths—and I go 
right through the list. I tell ’em that 
Mrs. Edwards started the machine at 
7.40, just as we sat down to breakfast, 
and that she met me in town at lunch 
at 12.15—the wash finished, and dry. 
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“The woman may not buy, but, by 
gracious! she knows that I know what 
I’m selling—not through reading the 
maker’s dope or listening to some fac- 
tory representative, but because I use 
the appliance in my own home. 
“That’s the most profitable lesson 
I learned this year. Some of you fel- 
lows live in houses that aren’t wired 
and you go around all day telling folks 
that the poorest laborer can afford 
electricity. Even now some of you fel- 
lows let your wives use old-fashioned 
sad irons, and the coal you buy to 
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heat ’em comes from the sale of elec- 
tric irons. Some of you pose as elec- 
tric automobile experts, and you drive 
up to a prospect’s place in a gas car. 
I don’t know how you get away with 
it, but my slogan is, “Do It Electri- 
cally—or Shut Up!” 


* % * 


UST before the meeting was over, 
Davis turned to me: 

“You’re an outsider,” he said, 

“and so you’re not supposed to know 

anything, but tell us, what was the 


’ 
















biggest lesson you learned this year?” 

I looked at the notes I had taken 
during the talk. “Well, for one 
thing,” I answered, “I have learned 
that the place to learn things is every- 
where. Jim gets his big lesson from 
a subway guard and Edwards catches 
his from his wife. The plain truth is 
that we can always learn something 
from somebody—all except the guy 
that already knows it all.” 

To which Micky Daly replied, “I 
knew that meself all th’ time—on’y I 
niver happened to think of ut.” 


THE WORTH OF THE DEALER’S WINDOW 


Merchants in Every Line of Merchandising Utilize Their Window 


Space and Spend Thousands Upon Window Equipment. 


Is There Any 


Reason Why Electrical Merchants Should: Fail Where Others Succeed? 


By A. J, EDGELL* 





USINESS- 
ES. differ, 
but the pub- 
lic is always the 


same. The man 
or woman who 
pauses to look 


into the window 
of the hardware 
store is the same 
person who stops 
before the win- 
dow of the de- 
partment store, 
the drug store, 
even the bank. 
Whether or not a 
stop is made be- 
fore the window 
of the electrical 








the man who is in 
direct touch with 
the buying public. 
Already the elec- 
trical industry’s 
chief problem is 
how to persuade 
the public to buy 
more. electrical 
merchandise, how 
to — successfully 
urge the use of 
more _ complete 
electric serv- 
ice. This problem 
will be solved by 
shopkeepers, and 
it will be solved 
only when the 
electrical shop- 








dealer depends 
solely upon what 
that window con- 


The general merchant finds that rich draperies, expensive lay figures and thousands of 
dollars’ worth of show-window accessories are a profitable investment 


keepers employ 
the same general 
methods of ap- 





tains and how ef- 
fectively the display in it is arranged. 

All retail merchants use their dis- 
play windows, some to better advan- 
tage than others. But the electrical 
merchant—taking him as a class— 
uses his windows to the least ad- 
vantage. 

There is a reason for this, but that 
reason is not an excuse. The elec- 
trical business has grown from noth- 
ing to a huge industry, all in hardly 
~ *Mr. Edgell is past-president of the Inter- 
national Association of Display Men and of 
the Greater New York Display Men’s Asso- 
ciation. He is also in charge of the display- 


.service bureau of the Society for Electrical 
Development. 





more than a quarter-century. Within 
such a short space of time there has 
been invented, produced and stand- 
ardized a vast system of service. The 
work that has been done to develop 
the electrical industry—the inventive 
genius, the mechanical ingenuity, the 
courageous financiering which have 
made this industry possible—is not 
the work of shopkeepers. But from 
now on the shopkeeper will be one 
of the dominant forces in the elec- 
trical business. 

Again there is a reason, which is 
this: the shopkeeper or merchant is 


pealing to the 
public as other merchants so effec- 
tively use. 

Among the most potent forms of 
appeal is the window display. It is 
at once an advertisement, a salesman 
and an index of business character. 

From the advertising standpoint, a 
display window upon a well-traveled 
business thoroughfare has daily the 
potential value of a 30-in. newspaper 
ad. From the selling standpoint, a 
well-located window is the equal of 
any two-floor salesmen which can be 
hired. But more important than 
either of these is the display win- 
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The waste of the window—a characteristic example of the way in which central station 
companies neglect the opportunity for popular education and increased sales. 





dow’s irrepressible power to show 
the public exactly what sort of a 
merchant is doing business within. 


WHAT THE SHOW-WINDOW 
sd SHOWS 


If the merchant is progressive, the 
window will show it; if he is slov- 
enly, the window will show it; if he 
is supercilious, amateurish, keen, 
careless, ignorant or high bred, the 
window will be the index through 
which the public will have a clear 
view of his character and standing. 
Disregarding the constructive values 
of a display window to advertise a 
business or sell merchandise, we must 
all agree that its value as a “front” 
is of the utmost importance to any 
business. 

We are a part of a wonderful in- 
dustry. Our windows are the most 
important medium through which 
those wonders are seen by the pub- 
lic. Let us make them worthy of 
ourselves. 


THE VALUE OF DECORATIVE 
ACCESSORIES 


While window equipment need not 
be elaborate, there being many in- 
stances where the most simple and 
least expensive accessories have been 
employed to develop exceptionally 
good displays, nevertheless every pro- 
gressive merchant has window equip- 
ment which represents a considerable 





investment. Also, such a merchant 
constantly adds to his stock of fit- 
tings and accessories because he real- 
izes that the outlay brings solid 
returns. 


One hundred thousand dollars 
would equip several hundred stores 
with ordinary, good-grade fixtures, 
and yet this sum is said to be spent 
annually by one large Chicago de- 
partment store for decorative acces- 
sories for its displays. This money 
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goes for artificial flowers, foliage, 
scenic panels and other material which 
as a rule is used but a few weeks and 
then discarded—but it pays. 

It is not uncommon for a depart- 
ment store to have a staff of trained 
men who spend all their time in dis- 
play work. The number of men 
ranges from three to twenty. These 
men spend all of their time planning 
and arranging window and interior 
displays. They do not sell goods be- 
hind the counter nor do they assist 
in any of the other store work: their 
job is to keep the store’s displays 
looking right. 

The equipment that these men 
work with is very complete. Many 
yards of velours in green, blue, 
brown and garnet are used to drape 
over pedestals, plateaus and shelves. 
This, as a rule, is a special quality 
which does not fade when exposed 
to the sun. The original cost of such 
drapery amounts to a considerable 
sum, but the goods can be used over 
and over so that high quality becomes 
the truest economy; also, the added 
attractiveness given the display by 
rich draperies more than counterbal- 
ances the first cost. 

These velour draperies, two yards 
long and wide enough to cover the 
window background, are sometimes 
substituted for the permanent back- 
ground and utilized as floor cover- 
ings. Also carpets in a wide range 
of colors and sizes can be found 
among the properties in the well- 
organized department. These are for 


























































































An elaborate display that fails of effect because of its makeshift background. 
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use in giving a different appearance 
to the displays from time to time. 


PEDESTALS AND PLATEAUS 


Ornate pedestals and plateaus fin- 
ished in bronze or gold are a part of 
the accessories in many stores. These 
are sometimes ornamented with plas- 
ter flowers and foliage. Some of the 
plateaus, as the low, broad pedestals 
are called, have removable tops which 
permit the insertion of the velour 
previously spoken of. In this way a 
change of color to contrast with the 
merchandise displayed is possible. 

Flower vases ranging in size from 
18 in. to 5 ft. in height, as well as 
baskets, are used to hold the beauti- 
ful artificial flowers and foliage that 
is available for the merchant who is 
willing to pay the price. Such flow- 
ers and foliage may be had in prac- 
tically every type from holly to 
rambler roses, in all natural colors. 
Many are the result of the manufac- 
turer’s desire to make floral acces- 
sories which will harmonize with any 
color scheme the display man may 
have planned. 

Metal stands for every conceivable 
need are to be found in the well- 
equipped display department, and the 
wood-worker contributes his share to 
the stock with wooden stands of all 
kinds. The latter are finished to 
match the window background or in 
harmonious contrast with it. 


THE DISPLAY MAN’s STOCK 


The display man’s stock includes 
square, round, oval, triangular and 
oblong plate glass shelves in a wide 
variety of sizes and of very heavy 
weight. These he uses with the ped- 
estals and velours. 

Instead of using heavy and ex- 
pensive lumber for background and 
other window use, composition or 
wall board is utilized. This comes 
0.25 in. thick, from 4 ft. to 16 ft. in 
length and from 36 in. to 48 in. in 
width. An advantage of wall board 
is the fact that because of the wide 
panels it gives a broad, flat surface 
upon which to work. Being thin, it 
is easy to saw or cut in various 
shapes and it is easily covered with 
water paint or various decorative 
papers. 

Onyx, marble and a wide choice 
of wood-grain papers play an impor- 
tant part in the construction of tem- 
porary backgrounds. They may be 
had in almost endless patterns, and 
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in addition to their utility on back- 
ground they are extensively used in 
covering plateaus, columns and flow- 
er boxes. When these papers are 
smoothly pasted over composition 
board, they have the appearance of 
genuine wood or marble. 


PANELS AND FOLDING SCREENS 


There are many occasions when a 
scenic panel will brighten up the 
appearance of a display. The depart- 
ment store display man chooses from 
the stocks of several manufacturers 
specializing in this line, the cost of 
such panels ranging from 15 cents to 
25 cents a square foot. 

For the larger showcards used in 
the displays, card holders’ with 
thumbscrews and adjustable rods are 
generally used because they elevate 
the card from the floor and also keep 
it from curling. 

Another valuable aid in the dis- 
play man’s work is the folding screen. 
He has an assortment of these with 
two wings, three wings and four 
wings. The construction ranges from 
the plain type similar to those used 
in the home to those finished in 
bronze with plaster flower and foliage 
ornaments. Some of them have re- 
movable panels, permitting the in- 
sertion of different materials; others 
have panels which may be covered 
with decorative papers. 

The up-to-date display man in the 
big store is a very busy man. He 
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must have executive ability, artistic 
training, knowledge of merchandise, 
originality or the ability to adapt 


ideas effectively, and untiring in- 
dustry. 
But even these qualities are 


dwarfed unless he has the equipment 
with which to work. Leading mer- 
chants now realize this, and they 
gladly spend thousands of dollars an- 
nually upon the high-class and ex- 
pensive accessories which to-day are 
considered essential to display win- 
dow efficiency. 


AS FAR AS THE ELECTRICAL MERCHANT 
Is CONCERNED 

It is not suggested that the average 
electrical merchant can, or should, 
follow the lead of a great department 
store in this matter of window trim- 
ming, but certainly he should under- 
stand the importance of the art and 
the necessity of equipment. And as 
for the large central stations, with 
their thousands of customers and 
millions of turnover, they should be 
leaders in their communities as re- 
gards the distinction and effective- 
ness of their window appeals. 

Window advertising has become 
one of the most productive agencies 
in modern merchandising. Should it 
not be encouraged to become a pro- 
ductive factor in electrical merchan- 
dising, which is the most modern and 
which should be the most progressive 
of all merchandising? 


























How a Dealer-Contractor 
Makes Friends of 
New Tenants 


By FRANK O. JENNEY 


Jenney Electric Company 
Indianapolis, Ind. 


We put cards like the one 
shown in all vacant houses in 
our section of the city. We hang 
these cards on the fixtures in 
the dining room or living room 
where they cannot be over- 
looked. Since the supplying of 
lamps for the fixtures is usually 
an after-thought, these remind- 
ers prove to be business getters. 
The use of the vacuum cleaner 
while the customer is getting 
settled also opens the way for 
a future sale. The defects in 
any electrical apparatus the 
customer may have are not 


usually discovered until the current is 
turned on, and so the first move toward 
the fixture brings the reminder to the 
new resident’s attention in a timely way. 


o) 
Phone Us 


We will take care of all your 
electrical requirements. 

We will furnish you a vacuum 
cleaner free for use while get- 
ting settled. 

We will give you the benefit of 
our experience in lighting and 
advise you as to the size and 
kind of lamps to use for satis- 
factory and economical illum- 
ination. 

We will order your service con- 
nection. 

We will supply you with any 
electrical appliance and make 
any repairs you may need. 


Jenney Electric Co. 


Irvington 1269 
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Chicago’s Newest Neighborhood Electric Shop 


Some of the Ideas of Store Arrangement, Customer Convenience, 
Selling, and Stock Handling Which Are Found in the New 
Broadway Branch Store of the Commonwealth Edison Company 


N point of convenience to custom- 
[= and ingenious arrangement for 

merchandising service, the new 
North Side branch store recently 
opened by the Commonwealth Edison 
Company in Chicago embodies many 
most modern ideas. To begin with it 
has a good location near Wilson 
Avenue on Broadway, with entrances 
at 4523 Broadway and on Kenmore 
Avenue, in the heart of one of the 
city’s busiest North Side neighbor- 
hood centers. 

It is the company’s sixth electric 
shop. Four stores are now established 
in outlying neighborhood business 
centers, and there are twe downtown 
places of business. The establishment 
of this newest shop is in accordance 
with the company’s policy of locating 
its stores, which are also accommoda- 
tion stations for customers, in as 
many parts of the city as is found to 
be practicable. 

On approaching the store the eye 
of the pedestrian is attracted by a sign 
that overhangs the walk. On the 
other hand the elevated railway 
passenger can scarcely fail to observe 
the prominent sign on the roof. The 
store front proper is finished with a 
bottle-green transparency and buff 
curtain to hide the window lighting. 
‘This, with the sign over the walk, 
constitutes the standard Chicago elec 
tric shop front. This standard front 
has been adopted for the stores so that 
people who move from one part of 
town to another will readily recognize 
the symbol of electric service. 

But the interior of the show window 
and store finishing and furnishing are 
not standard. They are “something 
different.” If a visitor had entered 
the room before the stock was shelved 
he might never have guessed that the 
handsome American-walnut cabinet 
work was being put in for an electric 
shop. Instead he might have sur- 
mised that the place was being fin- 
ished for an exclusive ladies’ furnish- 
ing establishment. And that is just 
the reason this tyne of finish was 
selected—most of the customers are 
women. 

Most of the people who come to this 


store will come for some purpose other 
than to buy goods. They can transact 
any business in the North Side shop 
that can be done at the company’s 
downtown stores and offices; they can 
pay bills, renew lamps, enter com- 
plaints, contract for service and pur- 
chase goods. That is why the 
cashier’s cage, the manager’s wide- 
open office, and the lamp-renewal de- 
partment were placed near the center 
of the room. To reach these points 
visitors must walk far enough into 
the store to pass many points of 
interest, but the distance is not great 
enough to be irksome. Furthermore, 
it was thought that the manager’s 
office should be near the center of 
things, since he practically oversees 
everything. There was no particular 
strategic advantage in putting the 
cashier’s cage alongside the manager’s 
office, except that in arranging the 
store this plan avoided making two 
breaks in the wall line. 


How LAMPS ARE HANDLED 


The lamp-renewal division is placed 
directly opposite the cashier’s cage. 
The room at this point, being quite 
narrow, has made it necessary to 
economize on space; hence no counters 
or tables are used. The lamps are 
placed on shelves behind sliding doors. 
A compact lamp tester is located in a 
corner of the lower shelf and the auto- 
graphic register, for which a table 
or counter has always been consid- 
ered necessary, is neatly stowed away 
just beneath the shelves in a big 
drawer. When this drawer is pulled 
out, the register is disclosed at a con- 
venient height ready for use. After 
a customer has selected his lamps the 
clerk pulls out the register drawer, 
makes out the renewal receipt and then 
closes the drawer. This is one space 
saver. A counter or table would oc- 
cupy perhaps 30 sq. ft. The drawer 
takes no floor space. 


EXHIBITING FIXTURES LIGHTED 


In the fixture-display section, near 
the rear of the store, pairs of hooks 
and plug receptacles are placed in the 
ceiling. With their aid the fixtures, 


already wired and fitted with lamps, 
can be put up-and taken down, and at 
the same time can be connected to or 
disconnected from live circuits. On the 
appliance counters no unsightly rolls 
of wrapping paper and twine are 
visible. Investigation behind the 
counters, however, discloses that these 
necessary store supplies are neatly 
stowed away within easy reach of the 
clerk but out of the sight of custom- 
ers. Well toward the front of the 
store, chairs and a bench have been 
placed so that the tired shopper can 
find a comfortable seat in full view 
of things electrical. 


METHODS OF HANDLING STOCK 


The stock-handling methods are 
also of interest. Practically the en- 
tire stock of everything handled at the 
store is on the ground floor. Bins, 
drawers, showcases and tables are so 
commodious that only a comparatively 
small portion of the stock is stored 
in the basement. These places for 
keeping stock were purposely made 
large, so that the trouble which some- 
times results from putting metal 
goods in a basement might be avoided. 
For the displayed goods shallow wall 
cases are thought best for appliances, 
while deep-shelved cases have proved 
best adapted for showing silk lamp 
shades. Pyramiding of the shades is 
resorted to if it is necessary to econo- 
mize on space. 


DIFFICULTIES ENCOUNTERED 


Getting the North Side store ready 
for occupancy involved difficulties. 
The side walls of the 20-ft. by 90-ft. 
room, for example, contained unsightly 
projections where air shafts went up 
through the room. Starting with 
these handicaps, the room was en- 
tirely refinished and the side walls 
were made to appear straight. On 
one side the air shaft was removed 
and replaced by columns in the wall. 
On the other side the shallow panel- 
board for the store was placed on the 
projection; then shelves were built 
along the walls in both directions so 
that this side appears straight. The 
presence of these handicaps was an 
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When Not in Use the Sales Register The New Store and Its By Means of Ceiling Plugs Fixtures 
Slides Back Out of the W Big Sign. May >» Shown Lighted 
In Displaying the Shop’s Wares, Shallow Wall Cases Have B2en Used for Appliances and Deep-Shelved Cases Are Provided 
for Showing Silk Lamp Shades. American Walnut Cabinet Work Is Employed Throughout the Store Interior 
The Manager's Desk Is Centrally Located to Enable Him Neatness and Convenience Are Not Forgotten in 
to Oversee All Parts of the Shop. the Stockroom 
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advantage in a way, since the com- 
pany, by taking the building in that 
condition, was able to obtain a lease 
on favorable terms. 

But even with a favorable lease the 
store rests on high-priced real estate. 
A part of the rental and overhead 
charge, however, is assumed by de- 
partments of the electric service com- 
pany which benefit by the existence 
of the accommodation station. The 
treasury, the lamp-renewal, the con- 
tract and the merchandising depart- 
ments all stand a share of this ex- 
pense. 

- As a merchandising proposition the 
store is doing a business well up in 
five figures. The secret of such a big 
sale of goods—if there is a secret to 
it—lies in the fact that the store 
carries a well-selected stock of staple 
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A Test-Contact Is Conveniently Located in 
the Lamp Cabinet. 





appliances and also (for the high-class 
residential trade which it serves) a 
stock of artistic lamps which is per- 
haps not to be excelled, in quality, in 
any Chicago store. 

The present indications also are that 
the establishment will be popular with 
the merchants of the neighborhood. It 
brightens the shopping district to 
some extent, and increases the value 
of all surrounding business property. 
The store is open in the evening the 
same as other shops, and so adds 
its pulling power to that of the rest 
of the shops in getting the people out 
to the shopping district. It will be 
the aim of the store to accommodate 
the customers of the electric service 
company, aid commercially the neigh- 
borhood in which it stands, and to sup- 
ply the demand for electrical merchan- 
dise on Chicago’s North Side. 
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ABOLISHING CASH DISCOUNTS 


A Manufacturer-Jobber Shows That His Company 
Has Placed Itself Dollars and Cents Ahead After 
Ten Months’ Experience With New Credit Policy 


66 UR company has _ recently 
() sien a definite stand in the 
matter of cash discounts,” 
said E. E. Sanders of the Electric 
Service Supplies Company of Chicago, 
before the twenty-first annual meet- 
ing of the Electrical Credit Associa- 
tion of Chicago. 

“For a number of months some of 
our officials have been advocating the 
abolishment of cash discounts. Early 
Jast spring the question was thorough- 
ly discussed and it was finally decided 
that regardless of what action others 
might take, our company would dis- 
continue the allowance of cash dis- 
count on all products we manufactured 
and on all other products whose sale 
we controlled. This new policy took 
effect on May 1, 1916. The following 
statement refers to the business of the 
Chicago office since that time: 

“Taking the average monthly total 
of cash discounts allowed by us for the 
years 1914, 1915, and up to May 1, 
1916, or twenty-eight months in all, 
and comparing that with the average 
total for the four months, July, Au- 
gust, September and October, 1916, 
when our new rule was in full effect, 
I find,” said Mr. Sanders, “that our 
resultant saving was 85.47 per cent. 
May and June were not considered be- 
cause some of the shipments in those 
months covered business booked be- 
fore May 1, on which discount was al- 
lowed. The allowances have grown 
smaller each month and in October 
they amounted to only $9.32. So much 
for the saving of dollars and cents. 


COLLECTIONS ARE NOT 
SLOWED Up 


“Now, how about the slowing up of 
collections as a result of this policy? 

“Not having time to thoroughly an- 
alyze all our accounts, I have taken 
200 of them for an example. These I 
secured by taking about seventy-five 
active accounts from our ledger, A to 
K, beginning at A and taking them as 
they came. Then taking fifteen or 
twenty accounts from several other 
sections of ledger, L to Z and A to 
K, without regard to what names they 
might contain. I used only active 
accounts, and by active I mean those 


which showed a number of purchases 
in 1916 and previous years, particu- 
larly since May 1, 1916. 

“Out of these 200 accounts, I found 
fifty-five had previously discounted 
their bills and 145 never discounted. 
Only the fifty-five, therefore, were af- 
fected. Classifying these into five 
groups as follows, those who now pay 
in less than thirty days, those paying 
consistently in thirty days, those pay- 
ing in thirty to sixty days, those tak- 
ing sixty to ninety days, and those who 
take fully ninety days or more, we get 
this result: 


Four customers or 7.2 per cent pay in 
less than thirty days. 


Twenty customers or 36.6 per cent pay in 
thirty days. 

Twenty-seven customers or 49 per cent 
pay in thirty to sixty days. 

Three customers or 5.4 per cent pay in 
sixty to ninety days. 

One customer or 1.8 per cent takes full 
ninety days. 

“Quite a few of the thirty to sixty- 
day class pay in thirty-five, forty or 
forty-five days, so that our regular 
terms of thirty days are fairly well 
observed by the majority of the ‘ex- 
discounters.’ 

“Let us compare this with the other 
145 who were never in the habit of 
discounting. These customers replen- 
ish our exchequer after this manner. 
Fifteen customers or 10.35 per cent pay 

in less than thirty days. 

Twenty-four customers or 16.55 per cent 
pay in thirty days. 

Sixty-eight customers or 46.9 per cent 
pay in thirty to sixty days. 

Thirty customers or 20.69 per cent pay 
in sixty to ninety days. 

Eight customers or 5:51 per cent take 
ninety days or longer. 

“There is one thing, however, I 
might call attention to which would 
probably make some difference be- 
tween these results and those of oth- 
ers; that is the fact that we do not 
cater to the small contractor and retail 
dealer. We have exceedingly few such 
accounts on our books. 

“I am giving these figures without 
comment. They may be used as a 
basis for investigation and compari- 
son with other firms’ accounts, to see 
whether or not they would benefit by 
taking the same action.” 
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CAPITALIZING THE FEMININE APPEAL 


By CLARA H. ZILLESSEN 


Advertising Department, Philadelphia Electric Company 


THERE IS NOTHING MUCH HARDER to find than a good advertising idea that may be 


used in any town to interest the housewives in electric service. 





variety 


Ads may be written in endless 
some good, some bad—but to get a purpose and a plan behind them and to develop 


constructive purpose through that plan is not easy. Therefore, when an inspiration comes it 


should certainly be passed around and made available in every city where there is a yearning 
for “something new” to put more life and interest in the newspaper ads that tell the people 


of the comforts and economies of doing-it-electrically. 


This novel newspaper campaign from 


Philadelphia is generously offered to any contractor or central station who may have need of 
it. Write to Miss Zillessen and she will gladly send you a complete set of these very clever ad- 


vertisements that you may revise and use as 


THEORY isn’t much 
Ax until it has been 

subjected to, and has 
survived, the acid test of ac- 
tual practice. And while 
there has been considerable 
discussion of late about this 
theory of appealing to the 
woman-of-the-house as the 
logical purchasing power for 
products other than food, 
clothing and the like, it re- 
mained for the central sta- 
tion to carry out the theory 
in actual practice in so far 
as the sale of electrical ap- 
pliances is concerned. 


PLANNING THE ADS 


About six months ago, the 
Philadelphia Electric Com- 
pany laid plans to rejuve- 
nate, as it were, its standing 
housewiring offer. In addi- 
tion to offering easy pay- 
ments on the wiring cost, 
the company decided also to 
offer deferred payments on 
the cost of the lighting fix- 
tures; and in co-operation 
with about a hundred of the 
leading contractors in the 
city established a series of 
flat - rate - per - outlet wiring 
prices. This proposition was 
featured in the advertising 
as the Wire - Your - Home - 
League offer. 

When it came to analyz- 
ing the advertising possibil- 
ities of the campaign, we 


found that a great many arguments in 
favor of house-wiring carried a special 
So, after 
once setting forth the Wire-Your- 
Home-League proposition to the pub- 
lic in general through the newspapers 
and street cars, it was decided to con- 


appeal to the housewife. 


your own.—THE EDITORS. 
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“Like all good house- <S 
keepers,” says Mrs. Happy 
Homemaker, “I believe in 
keeping accounts—not so 
much to keep track of the 
money I| have spent, but to 
apportion most wisely the 
money I’m going to spend.” 


“What I term ‘operating’ expenses have been most 
troublesome, for they have steadily increased in spite of my 
efforts toward economy.” 


“But I am anticipating that the new low rates for 
Electricity will go far toward cutting down that ‘operating’ 
item. For it does seem to me that if our men-folks insist 
upon Electricity for reasons of efficiency and economy in 
their business, there. must be something in it for us who 
take pride in our housekeeping.” 


“I don’t know what a kilowatt of Electricity will do or 
what it will cost, but I’m going to find out—that much 
won't cost anything. There certainly must be a good 
reason why people won’t buy or rent houses nowadays 
unless equipped for Electricity, so I'll make a short cut 
and inquire.” 

You can do as Mrs. Happy Homemaker in- 
tends doing—all that is necessary is to mail 

a request i complete information regard- 

ing the wiring of already-built houses to 
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The First Ad of the Homemaker Series Reminding the Reader 
of the New Rates and the Economy They Offer 





centrate the newspaper advertising on 
the feminine appeal, and endeavor to 
swing the campaign on that basis. 
The next point to be decided was: 
How was the housewife to be ap- 
proached? Should we picture her as 
shackled by the chains of household 





drudgery, from which only 
Electricity could free her? 
Should she be confronted by 
the accusation that she was 
a slave to the broom and 
dishpan, and told that elec- 
tricity was the panacea for 
all household ills? We final- 
ly agreed that the advertis- 
ing should take the form of 
a series of heart-to-heart 
talks on household efficiency 
and the highest happiness in 
the home, with electricity 
shown as a contributing fac- 
tor thereto, but not overly 
emphasized. 


TELLING THE STORY 


So a special character was 
created for this advertising 
and the series built around 
her personality. The artist 
—and it was thought dis- 
tinctly worth while fo have 
a high-priced man do the 
work—created a wholesome, 
attractive, intelligent and 
likable personality, who was 
duly christened Mrs. Happy 
Homemaker. Perhaps _be- 
cause of the alliterative lilt 
of the name, or because of 
the unusualness of the ad- 
vertising idea, the first few 
ads of the series struck a re- 
sponsive chord and people 
began to watch for the Mrs. 
Happy Homemaker newspa- 
per and car card ads. 

We pictured Mrs. Happy 


Homemaker—both in copy and illus- 
tration—as an 
somebody who from a peak of effi- 
ciency and superiority lectured her 
less intelligent sisters. 
showed her (in common with the rest 
of us) “up against it” on the cost-o’- 


average type—not 


The first ad 
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living problem. A recent reduction in 
rates had set her thinking that elec- 
tric service ought to be available to 
help her cut down her “operating” ex- 
penses, and she decided to look. into 
the matter after frankly confessing a 
vast ignorance on the subject. Now, 
it was felt that there were a great 
number of women in the city who felt 
precisely the same way, and who 
needed just this stimulus to induce 
them to look into the question. 

The next ad showed Mrs. Happy 
Homemaker delving into some adver- 
tising matter and expressing her sur- 
prise at the economy of electric serv- 
ice. Ad number three covered a con- 
versation between the Philadelphia 
Electric salesman and Mrs. Happy 
Homemaker; the former setting forth 
the Wire-Your-Home-League proposi- 
tion. In ad number four, Mrs. Happy 
Homemaker figures out for herself the 
cost of wiring her home from the flat- 
rate-per-outlet schedule, and marvel- 


ing at the ease of estimating this cost. 

Then came ad number five, which 
answered two purposes. For we felt 
that in real life no woman would go 
very far with a family proposition like 
the wiring of the home without con- 
sulting her husband, therefore this ad 
showed Mrs. Happy Homemaker talk- 
ing it over with “hubby,” and at the 
same time it served as a résumé of 
what had gone before. 

In ad number six the series pro- 
ceeds and Mrs. Happy Homemaker 
watches the electrician at work and 
learns why he is called the “Dirtless 
Workman.” 

Next, ad number seven shows her in 
the fixture display room, learning 
about the various types of fixtures in- 
cluded in the housewiring offer. 

In ad number eight Mrs. Happy 
Homemaker and her family celebrate 
the turning on of the light and con- 
gratulate themselves that their home 
is properly and economically lighted. 








Ha ppy Honiemeker- 


visits the Electric Shop 
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Ad number nine shows Mrs. Happy 
Homemaker deciding to do her house- 
work electrically, and gives the costs 
of performing the various operations 
electrically. 

In ad number ten was another 
résumé, covering those so far issued. 

In number eleven, she tells how 
economically she does her housework 
with the labor-saving appliances her 
electric wiring permits her to use. 

Ad number twelve, in which she 
visits the electric shop of the com- 
pany, was added to draw attention to 
the shop and the service rendered by 
it. 

How THE ADS WERE FEATURED 


The reproductions show the type of 
ad we ran—the same general style be- 
ing followed throughout the series. 
The space used for each ad ranged 
from 100 lines across two columns to 
150 lines, double column. Ordinarily, 
a special campaign like this would re- 








HAVE figured out the cost of wiring this 



































































































































HEN we had our house wired for Elec- 
tricity,” said Mrs. Happy Homemaker to 
the Electric Shop man, “I promised myself an 
electric iron and an electric toaster, and, if 
convenient terms of payment could be arranged, 


I wanted to inyest in a sweeper and a washer.” 
“Payments on these and various other appliances may be ar- 
ranged to cover a period of several months, according to your 
convenience,” answered the Electric Shop man. “And I would 
like to emphasize the fact that we guarantee every appliance we 
sell against mechanical and electrical defects, in addition to the 
manufacturers’ guarantees—-which are substantiated by our 
laboratory tests. 

“We will arrange to have any appliance fully explained by an 
experienced demonstrator in your own home or in the Electric 

And we want you to feel perfectly free to come in the 

Electric Shop and ask questions—to consult us about electric 
appliances for your own particular requirements—in fact, to 
make use of, our experience and knowledge along this line 
without in any way feeling obligated to purchase.” 


Phone or write the Electric Shop to send a 
representative to tell you about Electric 
appliances for YOUR home. 
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house of ours for Electric Service all by my- 
self,” asserted Mrs. Happy Homemaker con- 
tentedly, “and it took me only about fifteen 
minutes to do it.’ 
“I took the Philadelphia Electric Company's little chart of unit 





prices for wiring and opposite the names of the rooms I simply 
checked the kind of outlet I thought would be required in each 
case. Then, after I had specified the lighting outlets and the base- 
board outlets for the electric iron, washing machine and sweeper 
I intend to have, I just added up and arrivec at my total cost 
for wiring —$63.34. Simple, isn’t it?” 


“And, having so easily figured the wiring cost, I thought I might 
just as well pick out the lighting fixtures and thus save a hot trip 
into town to make selections. So, from this booklet the company 
sent me, I selected the fixtures | thought suitable for our needs, 
added up the prices and found that for $59.30 my house would 
have exceedingly attractive and unusual lighting fixtures.” 


“Then I looked up the easy payment plan, and saw that I could 
divide the $63.34 wiring cost into twelve or twenty-four monthly 
payments, and the $59.30 for the fixtures into six payments— 
certainly an exceptionally convenient method of payment.” 

YOU can figure YOUR wiring cost just as 


easily—ask for a copy of the ““Housewiring 
?lan of The Philadelphia Electric Company” 
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Ad Suggests the Service That Can Be Rendered by the 


























Electric Shop in Helping the Homemaker Find New Comforts. 





The Ad Then Explained the Special Wiring Offer. The Same 
Style Is Used in Each and Ties the Series Together. 
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quire a more liberal use of newspaper 
space, but we felt that these ads were 
so distinctive in both layout and read- 
ing matter that the use of smaller 
space was justified. (Of course, every 
advertiser thinks his ads distinctive, 
and that they stand out from the gen- 
eral mass of advertising, but it’s dan- 
gerous to yield to that conviction 
oftener than once in a lifetime.) An- 
other rather unusual procedure in 
this advertising was in the selection 
of the papers, for Philadelphia has 
five morning papers and three evening 
papers. Feeling that the evening pa- 
pers were more thoroughly read by the 
women and that they were more es- 
sentially family papers than the morn- 
ing papers, the Happy Homemaker ad- 
vertising was confined to the evening 
issues. 

Curiously enough, most of the in- 
quiries received through the mail were 
from men. It’s hard to explain the 
psychology of this. Whether the men 
read the advertising and took its mes- 
sage unto themselves, or whether they 
were prodded by their womenfolk who 
read the ads, we were unable to say. 
We had counted on the fact at the be- 
ginning of the campaign, though, that 
the advertising would cause the women 
to bring pressure on their menfolk in 
order that they might secure for 
themselves the comfort, convenience 
and prestige of the electrically lighted 
and equipped home. And, judging 
from the way the inquiries and con- 
tracts have been received, they did 
bring pressure to bear—and with am- 
ple power. 

It is a little too early to say exactly 
what the returns of this advertising 


will be, for probably we will continue 
to receive returns for the next several 
years. At any rate, we propose to 
keep the interest in Mrs. Happy Home- 
maker alive, and in December we will 
feature her as doing her Christmas 
shopping in the Electric Shop. Again, 
after the first of the year she will give 
definite and actual descriptions of the 
use of electric appliances in her home. 
In a word, we expect to identify Mrs. 
Happy Homemaker with the major 
portion of our household advertising. 

Don’t think, however, that this is 


essentially a big-city idea. While this 
particular method of advertising 
seems to be working out to a very suc- 
cessful conclusion in a metropolitan 
district like Philadelphia, we feel that 
it might work out to even better ad- 
vantage in a smaller city or town. A 
chatty and familiar series of talks like 
the one described is always well re- 
ceived in the smaller and medium- 
sized cities, and the same plan with 
variations to suit conditions could 
very readily be used for either straight 
appliance or housewiring advertising. 


America’s Electrical Week Observed in Hundreds of 
Cities and Towns 


From reports received as we go to 
press more cities celebrated “Amer- 
ica’s Electrical Week” this year—Dec. 
2 to 9—than took part in even the 
notably successful Prosperity Week 
celebration of 1915. 

One hundred or more local electric 
shows were held throughout the coun- 
try, and many special salesroom de- 
monstrations added to the Week’s gen- 
eral educational significance, a _ ten- 
dency which was emphasized in most 
of the plans. 

Hundreds of newspapers issued spe- 
cial electrical editions, and leading na- 
tional weeklies, like Collier’s, the Sat- 
urday Evening Post, and Leslie’s, fea- 
tured Electrical Week messages to the 
general public. 

Fewer parades were held than last 
year, but many luncheons, dinners, 
banquets, etc., marked the Week, with 
leading electrical figures serving as 


speakers of the day before invited 
audiences representative of the gen- 
eral public. Special-price sales were 
also in the minority, and most of the 
A. E. W. business was done at regu- 
lar prices. 

Several manufacturers of farm- 
lighting equipment took advantage of 
the week to let drive selling campaigns 
at farmers, and expected great suc- 
cess. 

In New York City, America’s Elec- 
trical Week opened with the flood- 
lighting of the Statue of Liberty in 
New York Harbor, in the presence of 
President Wilson and the French am- 
bassador. Then followed an electric 
vehicle procession to the Waldorf, 
where, at a notable dinner, significant 
addresses were made by the President, 
Henry L. Doherty, president of the 
Society for Electrical 
and many others. 


Development, 
































Banquet to President Wilson at New York, Following the Ceremony of Turning on the Statue of Liberty Flood-Lighting, Dec 
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Landing the School 
Wiring Contract 


The Importance of Keeping Writ- 


ten Notes on 


Details of 


Each 


Wiring Job the Contractor Figures 


By J. W. HOOLEY 








FTER many long years of wait- 
Aw Homeville was really going 

to have a new high-school build- 
ing, the very finest of its kind in the 
country, and five electrical contractors 
were particularly interested in the 
job. 

All contracts had been awarded 
except that for the electrical installa- 
tion, and the Board of Education had 
tried to award that to Jones, who had 
submitted the lowest bid. Jones, how- 
ever, had refused to sign his contract 
for the reason that he had not figured 
on doing the job exactly as the engi- 
neer had laid it out. 

In Homeville, as in most small 
towns, everybody knew everybody else, 
and most of the contractors knew the 
members constituting the Board of 
Education. Jones went to see all of 
them, and told them he considered that 
the job as the engineer had designed 
it embodied much unnecessary ma- 
terial. ‘“What’s the use,” said Jones, 
“of putting in 30 per cent wire when 
Code will do as well?” He added that 
he had not figured to install circuit 
breakers on the switchboard, because 
in his opinion fuses were good enough 
for any job. 

“Another thing,” he protested, “who 
ever heard of a separate circuit for 
each motor, when they could all be 
grouped on one or two circuits at the 
most? Will arithmetic be any better 
taught by the use of a complete sys- 
tem of program, and secondary clocks, 
private telephones and fire alarms?” 

“But the specifications covered all 
these items,” a member of the board 
said. 

“Well, I figured the job in a hurry 
and missed a few of the details. If 
the board wants the work done at my 
price they’ve got to strike out the 


clause: ‘As per plans and specifica- 
tions,’ and let me install the work as 
I figured it!” 

Jones offered so much criticism on 
the electrical layout to every one who 
would listen that people began to doubt 
the engineer’s ability. Some even won- 
dered why the architect had gone to 
the trouble and expense of getting an 
engineer to draw plans and specifica- 
tions when Jones might have done it 
for him. Each bidder had been re- 
quired to inclose a certified check 
made payable to the Board of Educa- 
tion with his bid. The advertisement 
for bids stated that in case a low 
bidder refused to furnish a bond and 
sign a contract, his check became the 
property of the Board of Education, 
and would be used to make up any dif- 
ference in the next bid. With his bid 
Jones had inclosed his check for $500, 
equal to 10 per cent of his bid of 
$5,000. As the next bid was $7,000, 
if the Board of Education held to the 
condition stated in the advertisement 
and included in the specifications, 
Jones would lose his $500. His only 
alternative was to accept the job, and 
so lose a lot more money. 

Jones had received little or no sym- 
pathy from his fellow contractors, for, 
as one of them remarked, he was sim- 
ply running true to his established 
reputation as a price cutter. 

After two weeks of uncertainty the 
Board of Education called the archi- 
tect and engineer to a special meet- 
ing, told them of the unfortunate sit- 
uation, and asked for helpful sugges- 
tions. The job was already under 
way, and it was of the greatest im- 
portance that the possibility of delay 
be absolutely avoided. 

“We have received four bids on the 
electric work,” said the architect, “the 
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low one, as you all know, being for 
$5,000, while the others range from 
$7,000 to $7,600. This low bid looks 
like the result of a mistake, or ignor- 
ance, or both, and I suggest that we 
hold a special meeting requesting the 
first and second bidders to be present, 
and get them both on record. By put- 
‘ing it up to the contractors themselves 
we can decide the case on its real 
merits.” 

The meeting was called, and as a re- 
sult the job was awarded to Vail, the 
second bidder. Some gossip among 
the contractors was caused by this de- 
cision, and at the next meeting of the 
electrical contractors’ association Vail 
was asked to tell his side of the story 
for the benefit of the association. 

When he took the floor, Vail stated 
at the outset that he was going to dis- 
cuss the matter as a business man to 
business men and give them “straight 
facts.” 

“For many years,” he began, ‘“‘while 
I have been engaged in electrical con- 
tracting work, I have been forced to 
stand by and see good jobs go to 
others because we would not cut either 
quality or price. I have refused to 
take work at a figure that would pre- 
vent me from maintaining my stand- 
ard of quality. Each of the contrac- 
tors present except Jones has seen the 
advisability of using prepared cost 
and estimating sheets, and of figuring 
in ‘overhead.’ 

“In addition to the sheets which we 
have all adopted for use, I have made 
it a rule in our office that every set 
of plans and specifications figured 
must be checked, and an abstract 
made of the specifications. We do this 
because although while one is figur- 
ing on a job all details may be fresh 
in one’s mind; yet after the estimate 
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is completed, and plans and speci- 
fications have been returned with 
the bid, as they were in this case, 
it is impossible to remember all 
of the details for any length of 
time. Unless you have a copy of 
specifications, within a very short 
time you will be unable to say 
what kind of wire you figured on, 
and whether the specifications 
called for duplicate sets of fuses. 
It is best to be sure, and I want 
to say right here that this ‘ab- 
stract sheet’ of ours is what se- 
cured us the contract. 

“When I went into the meeting 
the architect and the engineer 
explained to me that the low bid- 
der had refused to sign the con- 
tract on the grounds that he had 
figured the job in a great rush, 
and had not considered the speci- 
fications clear in all respects. 
Also he wished to make changes 
in the layout in order to do the 
job as he had figured it, and they 
asked me to put before the com- 
mittee all data that I had re- 
garding classes of material and 
methods of installation. This 
was easy, as I simply referred 
to the sheet on which I had noted 
the different items and classes of 
work. I told them that to my 
way of thinking the job was very 
well laid out, and reflected noth- 
ing but credit on the engineer 
who designed it and on the ar- 
chitect who employed him. I 
then read from my abstract copy 
my interpretation of the speci- 
fications: 

““The school will be supplied 
from street mains—by under- 
ground feeder from company 
pole to service board in basement. 








Homeville High School Job 


ELECTRIC LIGHT 


Street service, 3 to 2 wire 220—110 V. 
Main conduit underground from pole to 
service board in basement. 

Conduit—galvanized—all wire 30% Para 
rubber and lead sheath 3/16”. Service 
switch. Sub. switch for each feeder, and 
each feeder protected by circuit breaker. 

2% drop main feed—1% for all circuit 
feeds. Total 3%. 

Panel boards—Steel boxes and_ trims; 
switches in branches, and 2 sets of fuses; 
push double pole switches. Base receptacles 
complete with 6 ft. of extension cord. One 
circuit No. 12 duplex in %” conduit. All 
outlet boxes flush, all conduit concealed. 

No fixtures. Other contract. 


ALL POWER 


Conduit and wire same as light. Main 
feeder from pole—2 phase, 4 wire 220 V. 
Service board in basement. Switch and cir- 
cuit breaker for each feeder. 

Separate feeder for each motor. All mo- 
tors supplied and installed by us. Remote 
control for three 10 hp. motors—total of 
12 motors. 

Electric clocks and secondary systems. 
All wiring and conduit same as above. 
Motor generator and 2 sets of storage bat- 
teries feed to low tension switchboard. This 
board feeds to all low tension systems. 1 
program instrument. 30 bells (3 in.), 1 


master clock—30 clocks secondary. Wire 
up, through interconnecting boxes. 3 cir- 
cuits of clocks. 6 circuits of bells. 18-in. 


cases, 12-in. dials, white enamel. 


PHONES 

Public telephone conduits from box in 
basement to 5 outlets. 

Interphone system. 
board—32_ stations, 
wall flush type. 

Signal bell system from all doors—total 
6—to annunciators in boiler room and prin- 
cipal’s room with switch. 


One 40-drop switch- 
one desk set; others 


FIRE ALARM SYSTEM 


10 break glass boxes, one silent test, 10 
12” bells. 














Voltage for light is 220-110. 

““Power is two phase—220 
volts. 

“All wire to be 30 per cent 
Para. 

“All conduit galvanized. 


completed 


said Vail. 


and the plans and _ specifications 


‘We have made it a rule in our office to take down an 
abstract like this of all specifications,” 
this because although at the time of figuring on the job 
all details may be fresh in mind, yet after the estimate is 
have been 
returned with the bid, it is impossible to remember all the 
figures for any length of time.”’ 


“We do 





“‘All feeders for light and 
motors are fed by switches and circuit 
breakers mounted on service board in 
basement. 

“ “Motors which we furnish—tweive 
in all—are to have separate feeders. 
All mains and feeders are figured on 
2 per cent drop—all branches 1 per 
cent drop, so there will not be a greater 
drop in voltage than 3 per cent be- 
tween source of supply and furthest 
light or motor. 


“*All panelboards are of standard 
construction, with branch switches 
and two sets of fuses. All are com- 
plete, with steel boxes and trims. Push 
switches are to be double pole, and all 
base receptacles are to be complete 
with 6 ft. of cord for future exten- 
sion. All circuit work is to be one 
circuit to a conduit, No. 12 duplex 
wire being used for same. All conduit 
to be run concealed, all outlet boxes 
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flush. We are not to furnish any 
fixtures as these will be supplied 
under another contract. 

“*Three of the 10-hp. motors 
are to have remote control. On 
the secondary systems the speci- 
fications covering conduit, wire 
fittings, etc., are the same as for 
the electric light and power wir- 
ing except that No. 16 wire will 
be used. The entire system will 
be fed from motor generators 
and two sets of storage batteries 
controlled by low-tension switch- 
board. For the clock system 
there will be a master clock and 
thirty secondary clocks—wired 
in three circuits—12-in. dials 
and 18-in. cases—all finished in 
white enamel. Also one program 
instrument, and thirty bells 
wired in six circuits. 

“*There is a public telephone 
conduit system consisting of 
main box in basement with five 
outlets, the same connected by 
empty conduit. The private tele- 
phone system consists of one 
forty-station switchboard and 
thirty-two outlying stations, one 
of these a desk set, the others 
wall type flush. 

““*There are six outside doors, 
and a push button is to be located 
at each of them to register at 
two six-drop annunciators, one 
in boiler room and one in prin- 
cipal’s room. These annuncia- 
tors are to be so arranged with 
a switch that the one in princi- 
pal’s room can be cut out of 
service. 

“*There is a fire-alarm system 
consisting of ten  break-glass 
boxes—one of these boxes to be 
arranged for silent test. All of 
the boxes to be connected in cir- 
cuit with ten 12-in. bells.’ 

“TI told them that we had based 
our estimate on that information, 
and sat down. 

“It is very satisfying to me,’ 
said the engineer, ‘and I recom- 


mend to the committee that the con- 
tract be awarded now to Vail.’ 


“The architect agreed with him and 


we got the job. 


“Just one thing more in closing: It 


pays to take off estimates carefully. 
One bad contract can wipe out the 
profit on two good ones, which is not 
only harmful to the contractor who 
lets it happen to him, but it also hurts 
the town in which he does business.” 




























































































































































































































































































ELECTRICAL MERCHANDISING 


DODGING THE BARRIER OF PRICE 


Vol. 16, No. 6 





The Way to Keep High Price from Interfering with Appliance Sales—Some Advice 


OME salesmen fail because they 
S« price-shy. They are afraid to 
try to make the price help sell the 
goods. And so the goods don’t sell. 
But the trick of utilizing the price 
appeal is one that everybody who sells 
electrical appliances should know and 
use. 
For this matter of price that seems 
to stand between you and so many 
sales is after all an imaginary obsta- 








from an Old Gampaigner 
By W. E. BAYARD 


that if he drives a car he can afford 
electrical equipment for his home? 
Just think how much good business it 
would buy. 


THE COMMON HUMAN 
ATTITUDE 


Why have these people bought the 
one and not the other? Why don’t 
they buy electrical home comforts any- 
how? It is this matter of the price 


managed to do without it in the past 
—prices are so high that every man 
should save his money—it is a lot of 
coin to pay out in one chunk—I think 
we better wait awhile till after Christ- 
mas, anyway—etc. And when you get 
right down inside the covers where 
the wheels are turning, it’s the same 
old reason every time—they want the 
toaster or the iron or more particular- 
ly the sweeper or the washer or the 
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e and More Manufacturers, Dealers and Central Stations Are Featuring the Easy Payment Offer as a Proper Aid to the Customer in 
Financing the Purchase of Electrical Appliances 





Here Are Two Examples. 








cle. Consider the price of electrical 
household devices and what they offer 
to the home in comfort and economy 
and then compare it with the cost of 
other things. What a man pays for 
milk for the average family is not 
looked upon as a heavy item in the 
cost of living, and yet electric light 
costs no more. Any home that can af- 
ford a talking machine can buy a 
vacuum cleaner. Any family that 
sports an automobile—be it a “‘fliv- 
ver” or a Rolls-Nice—can afford a 
washing machine and probably an 
electric range to boot. 

But have you ever made a list of all 
the people in your town who have talk- 
ing machines and add a record pretty 
often? Have you gone to them and 
proved by this that they can well af- 
ford to use an electric sweeper and 
other appliances? And have you ever 
thought to go to every owner of an 
auto in your city and make him admit 


that is not handled as it should be by 
the salesmen, that’s usually the rea- 
son. 

People stretch their pocketbooks to 
buy a thing they want to play with, 
and yet economize on things they 
know they should have. It’s human— 
just like every one of us. A man will 
raise a mortgage on the old farm to 
get enough money to buy a car, when 
he won’t consent to spend a hundred 
dollars oh a washing machine. A 
woman will put a bunch of money on 
her winter clothes despite high prices, 
when she won’t dare to take a wallop 
at the cost of living itself by the pur- 
chase of electrical apparatus that 
would actually save her money every 
month. It’s human—just like every 
one of us. She will readily admit that 
she would like to have these things, 
and he will frankly agree that the eco- 
nomic principle of such equipment is 
absolutely right, but—well—they have 








range, but they hate to spend the 
money. And there you are—as Caesar 
used to say. 


THE BETTER WAY TO SELL 


I talked the other day to a man who 
has found the answer to this problem 
and proved it right a dozen ways in 
many cities and practised it for years 
and taught it to his men. He started 
as a central station selling man, but 
now has come to be the guiding, 
quickening spirit of a very large op- 
erating company. He said, “It’s just 
this matter of the price that’s holding 
most of the companies back. Because 
the day of bargaining is gone, they 
seem to think that nothing but the 
one-price-take-it-or-leave-it policy is 
respectable. They’re wrong—for in 
the first place every dealer, contractor 
and central station man is in this 
business to make money, and if he 
can’t sell enough appliances on the 
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flat-price-pay-down basis, then, by 
Heck! he better look around and find 
some other profitable plan that will 
sell them.” 

“What is the better plan?” I asked. 

“Why, look a’here,” he said. 
“There’s just one thing to do. If the 
people won’t buy your merchandise 
the way you’re selling it, it’s up to you 
to sell your stuff the way the people 
want to buy it. Sell it to them on 
their own terms. I mean that lit- 
erally. 


THE SALESMAN SHOULD 
APPROACH 


How 


“Now just stop and think what hap- 
pens when the salesman goes into a 
home to sell a washing machine,” he 
continued. “He sees the woman—the 
person he must always sell to and he 
begins to tell his story. ‘But what 
does this machine cost?’ she asks. 

“If he’s a fool he tells her and she 
freezes up like milk on the back porch, 
and she says, ‘Now, really I can’t af- 
ford such an expensive machine.’ And 
it’s all off. 

“But if this salesman has brains, 
when she asks what’s the price he 
replies, ‘Never mind that now. I 
want to tell you about this washer. 
If you decide you want it, we will ar- 
range terms to suit.’ She waits. 

“So the salesman has his oppor- 
tunity. He shows his photographs 
and tells of the experience of other 
women whom she knows. Also how 
many people in town are using them 
and finally she’s sold, as far as want- 
ing it is concerned. She believes in 
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Selling the Washing Machine on a Basis of So-Much-a-Month Brings It Within Reach « 
Every Home. This Window Plays Up the Terms Conspicuously 
it. She asks the price of it again and customer sets her own terms almost 


still she’s afraid it’s too costly. 


SETTING HER OWN TERMS 
“So the salesman says, ‘The machine 
sells for $100 on the easy-payment 
plan, but we are glad to arrange these 


payments to suit your own con- 
venience.’ 

“‘But how many payments can I 
make?’ she asks. 


“Well, now,’ he says. ‘How long 
would you like to take to pay for it? 
How much would it be convenient for 
you to pay each month?’ 

“And when you put it on that basis 
you are on your way to close the sale. 
For seldom will a woman or a man ask 
for more time than you are willing 
to give as a regular proposition. Our 


experience has been that when the 

















The Easy Payments Have Helped to Wire Up Many Houses in the Past Year. It 
Silences the Price Objection at the Outset. 


Effectually 





invariably she asks for less accommo- 
dation than we were prepared to offer. 
And then the salesman says: ‘Why we 
will be glad to do more than that. We 
will split it into eighteen payments 

a mere cost of $6 a month.’ Nat- 
urally the customer considers this ex- 
tremely courteous and you have made 
a friend. It is courteous and that’s 
just what it ought to be.” 

PROTECTED 


PROFITS ARE 


Certainly there can be no possible 


objection to this kind of selling 
strategy. If books, and furniture and 
phonographs are sold on easy pay- 


ments, why not this other electrical 
home equipment? If people hesitate 
to purchase at the cash price then we 
better sell them what they want the 
way they want it—by easy payments, 
adding 5 per cent to the price to cover 
interest and collecting. Everybody 
agrees that this will pay for all the 
And 


sales 


additional expense it causes you. 
small 
at cash terms, or large sales on easy 
payments—with the profit 


if it is a choice between 


perfectly 


protected—how can any sane man 
hesitate? 

Every time vour salesman calls 
upon a woman in her home or talks 


to any prospect in the store, remem- 
ber that this matter of the price will 
be a barrier to business unless 
use a little tact. Sell your goods the 
way the people want to buy them. Let 
the customer feel that she is making 
the terms and usually the sale will 
make itself. And if your profit is 
secure, sell on easy payments any- 
thing that seems to be retarded by 
the size of the cash price. 


you 
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Individual Inventory 


HE successful merchant knows the danger of “dead 

stock.” Goods which do not sell, which gather dust 
on top shelves, are sacrificed at cost or less. The semi- 
annual inventory is a device for preventing accumula- 
tions of slow-selling or unsalable merchandise. 

Successful men take similar inventories of themselves. 
A man’s “merchandise” consists of knowledge and abil- 
ity. Knowledge which is unsalable, ability which cannot 
be marketed, are as dangerous to the individual as dead 
stock is to the merchant. And, similarly, fresh knowledge 
is to a man what fresh stocks of merchandise are to a 
store. Both must be turned over rapidly in order to make 
a profit in these days of keen competition. 


Something Else? 


HE good store salesman is known by his ability to 

sell his customer “something else.” Few appreciate 
how large a factor in the gross sales total this “something 
else” becomes, how easily this business is secured. 

Every man and woman who passes the windows of the 
electric store is a prospective customer, as every electrical 
merchant realizes. He and his salesman are apt to for- 
get, however, that the customer to whom a sale has just 
been made is a better prospect than the stranger on the 
street. The customer is in the store already. She has 
shown a disposition to do it electrically by buying an 
appliance. She will look at anything you have to show 
her, if you are a clever salesman. 

Experience proves that you can sell the customer “some- 
thing else” day after day, and many times a day, if you 
will try. 








Last-Minute Merchandising 


URING a recent cold spell, a half-frozen traveling 
man shivered his way into the buyer’s office of a lake 
city department store. 
“What can we do for you?” asked the attendant. 
“Wait till I thaw out a bit and I’ll sell the boss some 
of the finest bathing suits he ever ordered,” was the 
chatter-teeth reply. 
Which is one phase of merchandising wherein the elec- 
trical dealer is weak—that of purchase-preparedness. Mer- 
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chants in other lines are buying goods for the coming dog 
days, for next autumn, even for next Christmas. Their 
Fourth of July window displays are already planned. 
They are already stocked with infants’ wear for babies 
that aren’t even expected. 

The average electrical dealer, on the other hand, is a 
last-minute merchandiser. He hasn’t planned for the New 
Year because he is busy with Christmas. He is com- 
mercially nearsighted. 

Maybe he will do better next year; at any rate, ELEc- 
TRICAL MERCHANDISING is going to try to help him by 
moving its editorial calendar ahead three or four months 
and discussing hot-weather selling plans while the snow 
flies. 





Never aa) 
Again } Iwill. 








Swearing Off Versus Swearing On 


HERE is nothing in this annual spasm of “swearing 
off.” The smug American practice of promissory re- 

nunciation on the first day of the year is a proved delusion. 

What the world wants is not few men with bad habits 
but many men with good habits; in other words, not 
negative badness but positive goodness. And by goodness 
we do not mean goody-goodness, but decency, honor, square- 
ness, courage and the sort of merit which a two-fisted 
roughneck may exhibit in hard company. 

We propose, therefore, that the electrical fraternity 
“swear on” the habit of honest success. Success embodies 
all that men desire and strive for. Honest success means 
the attaining of these desires by fair and open means. 
Nobody will question the so-called bad habits of the man 
who attains such success—chiefly because he will have 
forgotten his bad habits while acquiring the good. 


Is It Habitual with You? 


HERE is much talk right now about co-operation 

among contractors. Here is a question that we put 
to you, the individual. Do you co-operate habitually with 
other contractors in your town—other contractors in other 
towns? Do you pass on to them your good ideas, the things 
you learn by your experience? Actually, are you helping 
the other fellow in your business? 

But that is what co-operation means—the going habit 
of co-operation is the simple act of partnership among us 
all. Co-operation is not talk. It is not annual speeches 
at conventions. It is not alone monthly local meetings, 
or friendly weekly luncheons. It is all of this, supported 
and sustained by the active habit of inter-helping in your 
town and round about. 

You, Mr. Contractor—have you developed the habitual 
practice of exchanging ideas and assistance with the rest? 
Let these columns be an exchange place for your ideas. 
For every “hunch” you share with others you. will find a 
dozen good ones shared with you. 
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IDEAS FOR THE MAN WHO SELLS 





Plans, Schemes and 
Methods to Increase 
Sales of Electrical 

Goods 










Lights Out as Christmas 
Window Contest Starts 


Before opening an electric-lighted 
show-window contest at Scranton, 
Pa., the management announced that 
the start would be signaled by “blink- 
ing” every electric light in the city for 
a few seconds. The necessary per- 
mission was readily obtained from the 
Mayor, and promptly at 7.30 o’clock 
on the opening night the lighting cur- 
rent was momentarily cut off at the 
power house of the Scranton Electric 
Company. When the “juice” was 
again turned on curtains had been 
raised in front of all the contesting 
displays, and a committee of out-of- 
town judges inspected them and 
awarded a variety of prizes to the 
shops with the best arrangements of 
goods. The window contest was a part 





Do You Like | 


Green Dollar Bills? | 


What bright ideas of yours have | 
helped you in your selling, adver- 
tising or office routine—schemes | 
that you have tested and that can | 
be used by others? Just jot them 
down on paper and let a stamp | 
chaperone them into our sanctum. | 
We want to publish them for the | 
benefit of the other fellow. 


For every one we print we will | 
send you a guaranteed self-starting | 
Dollar Bill. This is a standing of- | 
fer by ELECTRICAL ER- 
CHANDISING. 


Don’t hesitate because you fear 
your scheme may not be altogether 
original. Leave that to us. 

If it is new to most of us in the 
way you have used it, it will be 
helpful to the other fellow, and | 
there’s a Dollar waiting. 























of a campaign to foster early Christ- 
mas shopping and to encourage buy- 
ing at home. 





‘Wireless’? Advertising to 
Wireless Amateurs Pulls 


Wireless Orders 


Out of many plans of advertising 
and selling merchandise, the Electro 
Set Company of Cleveland, Ohio, 
seems to have evolved one of the most 
novel. This company handles almost 
everything in the way of small equip- 
ment and electrical household articles. 

Amateur wireless operators all over 
the country are at their instruments 
at about 10 o’clock each evening and 
are, therefore, ready to take anything 
that comes to them. ‘We have one of 
our employees operating a station in 
Lakewood (a suburb of Cleveland) 
every night,” said Arthur Newman, 
manager of the company, “and we 
flash out what we have to sell in the 
way of wireless apparatus and take 
the orders. Our station has a range 
of 500 miles and we reach many ama- 
teur operators.” 

Mr. Newman said he believed his 
company is the first one in the world 
to take C. O. D. orders and do a great 
part of its advertising by wireless. 
Not only does it sell wireless appa- 
ratus in this way, but it does quite a 
business in other electrical articles 
and equipment on the same plan. 





One Cent’s Worth of 
Electric Cooking 

In order to bring home to the cus- 
tomer the fact that electricity is eco- 
nomical for cooking, a Southern dealer 
has a card over his show case on 
which is pasted a penny with the 
statement that one cent’s worth of 
electricity will fry one dozen eggs, a 
dozen pieces of bacon, broil one large 
steak or toast a loaf of bread. 






















































Electric Gifts for All 
the Family 

A window calculated to make all 
who passed think of the desirability 
of electrical merchandise as Christmas 
gifts was set forth recently by the 
Philadelphia Electric Company. It 
was floored with dark green velvet and 
backed with branches of pine needles 
and cones. Scattered througn the win- 
dow were big, mysterious-looking 
packages of all shapes and _ sizes, 
wrapped in white paper and tied with 
red tape, with little sprays of pine 
needles inserted beneath the tape. 
Each had pasted on it a large, red- 
bordered label, and on this was printed 
“Father,” “Mother,” “Grandma,” “Big 
Brother,” “Big Sister,” “Baby,” etc. 
Scattered over the floor and among the 
pine needles on the wall were various 
articles of electric merchandise, each 











A ‘“‘How-It’s-Wired’”’ 
House 


By A. W. YOUNG 


District Manager, Public Service Electric 
Company, Camden, N. J 


Through the co-operation of the 
electrical interests in Camden, we 
prepared for use during America’s 
Electrical Week and later, a most | 
interesting demonstration of house 
wiring. An arrangement was made 
with a local landlord to install a 
model electrical equipment in a | 
vacant unused house of his. The | 
contractors agreed to make the in- 
stallation at their own expense. 
The owner bought the fixtures. | 
The fixture manufacturer con- | 
tributed the profit on the sale to 
help pay for the wiring. The cen- 
tral station contributes the cur- 
rent for lighting the house and 
operating the various appliances on 
exhibition. 

In installing this equipment, 
however, floor boards have been 
left up and holes exposed in the | 
walls, and in every way possible, | 
the visitor is shown exactly how | 
the electrical work was done. It | 
is a most effective demonstration 
of how an old house is made 
modern and thousands of people 
have visited it by invitation and 
have been much impressed. This 
demonstration will undoubtedly 
| sell the house for the owner, and 
in the meantime is producing many | 
wiring contracts and appliance | 
sales. 







































one being labeled, such as “For 
Grandpa,” an electric heating pad; 
“For Sister,” a chafing dish; “For Fa- 
ther,” a shaving-water heater; ‘For 
Brother,” a student lamp; ‘For 
Mother,” a vacuum cleaner. A large 
card in one corner gave the hint: 

“It is time to start hiding gifts 
away for Christmas—and there’s a 
package here for you. What’s in it?” 


Cashing in on the Auto 
Show 

During January and February au- 
tomobile shows will be held in the 
principal cities throughout the coun- 
try. Throughout this period public 
interest will be centered on motor cars 
and the wise electrical supply men will 
take the opportunity to feature motor- 
car accessories in windows and cases, 
especially appliances that make cold- 
weather driving comfortable. 
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A Library for Home 
Makers 
By B. F. BIPPUS 


In our new office building at 
Huntington, Ind., the Huntington 
Light & Fuel Company has in- 
stalled a reception room and home 
makers’ library. For this purpose 
a large room on the second floor 
has been equipped with bookcases, 
reading table and comfortable 
chairs, and is artistically lighted 
with floor lamps and calcite glass 
fixtures. 

Copies of the best-known works 
on domestic science, electric cook- 
ing and kindred subjects are kept 
in the bookcases, and the reading 
| table is supplied with the leading 
| women’s magazines. Huntington 
people are invited to use the room 
| at any time and women’s clubs and 
| committees are encouraged to hold 
meetings there. 

















The Home Makers’ Library Is a Unique 
Feature of the Huntington (Ind.) 
Central Station Office Building 
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Telephone CallsSold Thirty- 
seven Sweepers, Thirty 
Washers 

F. Woodward Mark, one of the live 
wires in Towzy, Phillips & Company’s 
electric shop at Johnstown, Pa., works 
the telephone and saves carfare and 
heel-rubber when he sets out to sell 
vacuum cleaners to Johnstown house- 
wives. In one recent six-week period 
he sold thirty-seven Frantz-Premier 
vacuum cleaners and thirty Thor 
washing machines. First he “calls 
up” and gets the housewife’s permis- 
sion to send the device to the custom- 
er’s house on trial. Then after the 
trial period has elapsed, he calls again 
and “holds” the sale. 

The housewife interrupted at her 
daily tasks is more at ease at her tel- 
ephone in the privacy of her home 
than when being interviewed by a 
stranger at the door. This elimina- 
tion of the “defensive” attitude on 
the part of the prospect is thought to 
explain in part the success of this 
plan of “selling by wire.” 


Viake the Drawn Window 
Curtain Pull Customers 
Into the Store 


It is not always possible for the 
small merchant to trim his windows 
late at night as is done by the metro- 
politan shops, hence the shades must 
be drawn and the window put out of 
commission for a few hours while a 
new display is being installed. 

The United Cigar Stores Company 
makes capital of this situation by 
stretching up a temporary curtain 
upon which the following sign is 
painted: “Business is going on as 
usual. We are simply changing the 
window display. Come inside and 
get an advance view of the goods 
which will be shown in this window.” 

The electrical merchant can utilize 
the same idea by posting a sign on 
his window: “A display of Red Hot 
toasters will be shown in this window 
to-morrow morning. The price will 
be $1.98. Don’t wait for the display: 
come in now and look them over. Only 
a few at this special price.’”’ The point 
is to make the drawn curtain an at- 
tention factor, rather than a dead loss, 
as is the case when the shades are 
pulled and no announcement is made 
as to the reason. 
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Utilizing Extra Window 
Space 

In order to increase its show-win- 
dow space the Indianapolis (Ind.) 
Light & Heat Company rented four 
store windows adjacent to its office in 
Monument Place. These stores were 
unoccupied, and besides increasing its 
capacity for silent salesmanship, the 





One of Four Store Windows Adjacent to the 
Office of the Indianapolis Light & Heat Com- 


Which It Has Rented to Increase Its 
Display Space 


pany 





central station has materially im- 
proved the appearance of the street. 

The company believes in changing 
its window displays each week. Over- 
crowding of the apparatus is care- 
fully avoided. 


**Buy Before Price In- 
creases’? Appeal Brings 
580 Vacuum-Cleaner 
Customers 


The sales department of the Colum- 
bus (Ohio) Railway, Light & Power 
Company in a drive on vacuum clean- 
ers sold, among its 24,000 residence 
customers, 580 machines in one 
month. The cleaner featured was an 
Apex machine. Without attachments 
it was offered at $32.50. The feature 
of the sale was the announcement that 
on a certain date the price of this ma- 
chine would be increased to $42.50. 
Semi-weekly advertisements in the 
daily papers and a liberal supply of 
street-car cards urged the company’s 
patrons to buy cleaners before the 
price went up. 

To take full advantage of the in- 
terest created by advertising, a force 
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of twelve solicitors was employed to 
follow up inquiries and make an out- 
side canvass. They demonstrated the 
machines and offered them to light- 
ing customers on terms of 10 per cent 
down and ten months to pay the bal- 
ance. Many machines were sold in 
the company’s store, but the solicitors 
were also quite successful. One man 
sold forty-five machines. These men 
were paid a salary of $50 a month 
and a commission of $1.65 per cleaner. 

In making his canvass one man 
found a new use for a cleaner. Its 
owner had taken the bag off and dur- 
ing the hot summer months had used 
it as a ventilating exhaust fan in his 
barber shop. He was much interested 
in changes in the design of the ma- 
chine to make it more readily adapta- 
ble for this use. 


Remote-Controlled Lamp 
Box to Aid Counter. 
Clerk 
Lamp sales at the Elkhart (Ind.) 
office of the Indiana & Michigan Elec- 


tric Company are handled by the 
same clerks who do general office 
work, receive payment for service, 


and the like. 
counter. 


They work behind a 
On discount days and on 





These Lamps, Inclosed in a Glass Case Which 
Protects Them from Being Handled, Are Con 


trolled Plug Contacts Behind 


Counter 


from the 





certain busy evenings it was found 
difficult to handle lamp sales properly, 
that is, to show a customer an assort- 
ment of sizes and types of lamps. To 
overcome this trouble a glass display 
case with space for nineteen lamps in 
it was constructed and placed in the 
aisle on the customer’s side of the 
railing. A control system was worked 
out by which the clerk behind the 
counter can light any of these lamps 
or any number of them up to six. 

The control board is composed of 
a push-button switeh and a bank of 


interconnecting telephone plugs and 
jacks. To light a lamp the clerk takes 
a plug out of the lower row of “idle” 
jacks and places it in one of those 
above. Each jack of the two upper 
rows is labeled to show which lamp it 
controls. With the plug in place the 
lamp can be lighted by operating the 
push button. 





Contact Plugs and Switch Behind Counter for 


Lighting Lamps in Customers’ Display Case 





So, when a customer comes in and 
says, “I want a lamp,” the clerk asks, 
“What kind of a room is it for?” If 
the customer replies, “For a_ store 
room,” the clerk can Jight one of the 
large units, state the price, switch on 
another, tell the price of it, and con- 
tinue to talk lamps to the customer at 
the same time. The display case of 
glass is said to be better than an open 
display board, since it is more easily 
kept clean and since it also prevents 
customers taking hold of the hot bulbs 
of the larger lamps when lighted. 


Change Window Lighting 
to Suit the Goods 


When small items of merchandise 
are being shown and it is desired to 
concentrate attention on the merchan- 
dise without resorting to the use of 
elaborate display, a practical plan is 
to lower the window shades halfway 
and rig a temporary lighting system 
that will illuminate the good at 
high intensity. Where a large win- 
dow is lighted over its entire sur- 
face—the eye does not easily catch 
a small goods display. On the other 
hand, if the area is concentrated and 
brilliantly illuminated, the attention 
is centered instantly. 

Electric shops, because they have 
available the know-how and the ma- 
terials for quick and inexpensive al- 
terations of lighting equipment, can 
utilize many such opportunities for 
gaining unusual effects which the 
average merchant loses. 
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Electric Lighted Chicken 
Coop Triples Out- 
put of Eggs 

With eggs now selling at 60 to 70 
cents a dozen in city markets one of 
the most important bits of news which 
has come to this office is the glad tid- 
ings that Wilfred Smith of Woodstock, 
Vt., has caused a very large increase 
in the egg output of his hennery by 
placing a 100-watt tungsten light in 
the coop. By turning on the light at 
4 a. m. during winter mornings Mr. 
Smith has increased the hen’s day by 
three hours, thus giving them that 
much more time to scratch for food 
and to make up their minds to deliver 
the goods. The shades of evening can 
also be artificially deferred by a like 
interval at will. 

In one winter month under natural 
lighting the poultry fancier in ques- 
tion obtained 150 eggs from twenty- 
six hens. This struck him as being a 
pretty low efficiency, so he installed the 
tungsten light in his poultry palace, 
with the result that the same month 
of last winter he obtained 850 eggs 
from forty-six hens. Here is good 
news for the breakfast table. With 
electric incubators, feed cutters, laying 
coaxers and egg boilers, electricity has 
a firm grip on the poultry business. 
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Santa Clausing Electrical 


Goods 
By JOHN FINLEY 
The customer who wanders 


through the electrical department 
of Wanamaker’s in New York 
during this Christmas season and 
wonders which of the attractive 
gifts his friend or relation would 
most like, will stop wandering and 
wondering when he reaches the 
Gift-Plan Bureau. 

Here, if he wishes to learn his 
friend’s preference in Christmas 
gifts, he has only to give to the 
clerk the friend’s name and ad- 
dress, and the bureau sends the 
friend a blank on which he can 
check off the articles he wants. 
The name of the inquirer is, of 
course, kept secret, and when the 
friend returns the blank to the 
bureau, the original customer is 
promptly informed of the friend’s 
desires and is afforded the satis- 
faction of being able to give some- 
thing that is really wanted. 
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Offer of Percolator with 
Washer Moves Old 
and New Stock 


Last month the sales department of 
the Mahoning & Shenango Railway & 
Light Company of Youngstown, Ohio, 
“busted out” with an advertisement 
offering an electric percolator with 
each electric washing-machine pur- 
chase. The campaign lasted two 
weeks, and during that time forty- 
one machines were sold, in spite of 
the fact that no outside soliciting 
force was employed. The premium 
percolators were taken from a slow- 
moving stock and shined up for the 
occasion. To them the success of the 
sale is largely attributed. 

The terms usually quoted were 20 
per cent of the purchase price in cash 
and the balance in ten equal monthly 
payments. A discount of 5 per cent 
was given on cash sales. These terms 
were not always strictly observed, 
however. Quite frequently a customer 
would come into the shop prepared to 
pay $25 or $30 down ona machine. In 
that case the clerk always accepted 
the entire amount and divided the bal- 
ance into ten equal payments. In such 
sales it was the experience of the 
Youngstown company that the so- 
called high-priced washers sold bettter 
than the cheaper ones. 
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Tieing Up Lighted Show 
_ Windows and Newspaper 
Ads 


The Potomac Electric Power 
Company of Washington, D. C., is 
| sending out a letter to local mer- 
chants which sets forth the advan- 
tages of electrically lighted show 
windows. The prospect is re- 
minded that lighted windows may 
| be featured with good effect in 
newspaper advertising, and follows 
up the idea by inclosing some sug- 
gestions for such advertising. 
With such headings as “Look at 
Night—Shop by Day” and “Watch 
Our Windows, Especially at 
| Night,” copy is suggested that em- 
phasizes the advantage of looking 
| over the goods in the windows at 
| night. After a careful evening in- 
spection of the  brightly-lighted 
| show windows, it is pointed out, 
| the buyer should be able to make 
his selection in daylight without 
loss of time. 
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A ‘**Lighthouse’’ Window 
That Works All Night 


The Lincoln (Neb.) Gas & Electric 
Company has a lighthouse window 
display that lives up to its name. The 
lighthouse shown is made of wood, 





A Lighthouse Window That Advertises 
Lamps 





covered with cement stucco, and is 
lighted with a 100cp. nitrogen-filled 
lamp. The realistic lantern is lighted 
day and night, and it is said that after 
midnight when other lights are 
turned off the lighthouse window is a 
real beacon. 


Ideas That Help Sell Lamps 
at List 

An Ohio central station repairs cus- 
tomers’ heating appliances “free” if 
the appliances are delivered at its sales 
room and are called for by the owner. 
The repaired devices are handed to 
the customers by a courteous salesman 
who asks if the customer has any 
empty lamp sockets in which bulbs 
should be inserted. By this simple 
process he has been able to sell on 
an average of four lamps for each 
iron repaired, since the scheme has 
been effective in spite of the fact that 
list prices are not maintained in all 
other electrical stores in the city. 

The same salesman: has developed 
another lamp-sales idea. When a cus- 
tomer has decided that a 60-watt lamp, 
for instance, is what he wants, he nat- 
urally asks, ‘‘How much is this lamp?” 
the salesman replies, “$1.35 a box.” 
In this way many customers buy 
lamps by the box rather than singly, 
as they would if the salesman quoted 
a price of 27 cents per lamp and then 
explained later that they could be 
bought in boxes of five at a price of 
$1.35. 
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Two Turnovers a Year the 
Dead Line 


A crowd always moves more slowly 
chan an individual. The dawdlers 
hold back those intent on progress; 
the cripples set pace for the able. This 
very obvious truth applies to mer- 
chandise stocks. Where merchandise 
is lumped and the display and sales 
effort applied in a general way, the 
quick sellers move less briskly. One 
comes to accept a slow rate of turn- 
over based upon the movement of the 
whole mass. 

This, plainly, is poor merchandis- 
ing. The solution of the problem lies 
in isolating different lines of goods, 
learning their actual and _ possible 
rates of turnover, eliminating lines 
which promise less than two turns 
a year, and speeding up the remaining 
lines individually. 


Flood-Lighting Traffic Po- 
licemen in St. Louis 


On some of the busiest corners in 
St. Louis the traffic cops have been 
placed in the limelight by the Union 
Electric Light & Power Company, so 
that they may be better seen by the 
drivers of the cars whose movement 
they control. Flood-lighting projec- 
tors equipped with 500-watt lamps 
have been mounted on nearby build- 
ings. The beams from the lamps are 


so nearly vertical that there is no 
glare in the eyes of the officers, or the 
drivers they direct. 





A Flood Lamp on a Nearby Building Lights 
This Policeman So That He May Be Seen to 
Better Advantage by the Drivers He Directs 
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This Denver Undertaking Establishment Which Has Long Been One of the City’s Show Places, Is Now Flood-lighted So That It Presents 


this Striking Appearance by Night 





Another Little Stunt for 
the Undertaker 


The modern undertaking establish- 
ment or “mortuary,” as its solemn 
and black-garbed proprietor usually 
prefers to call it, is coming to be 
a place of architectural distinction 
and attractiveness. Often, nowadays, 
some pretentious old dwelling is ac- 
quired by the funeral director, the 
grounds are beautified with flowers, 
and the whole place is made as at- 
tractive as possible. One Denver un- 
dertaker, George Olinger, has gone 
another step in advance of his 
brothers of the craft, and now flood- 
lights his establishment at night by 
means of thirty-five 250-watt projec- 
tors. The outfit costs $800, and the 
monthly bill is $100. Already Olin- 
ger’s flood-lighted mortuary is one of 
the show places of Denver, and a reg- 
ular stop on the route of the “rubber- 
neck” wagons, and the owner is now 
waiting for the first snowstorm to 
“show off” his artificial sunlight to 
its best advantage. 


Seasonable Paper Back- 
grounds for Show 
Windows 
For window displays which are 
timely to such generally recognized 
holidays as Christmas, Washington’s 
Birthday, Fourth of July, Easter, St. 
Valentine’s Day, Hallowe’en, etc., the 
manufacturers of tissue paper offer a 
wide variety of special designs which 

can be used for backgrounds. 
The wall-paper manufacturers also 


show many specialties which may be 
utilized. Friezes intended for chil- 





dren’s rooms are frequently effective 
for window use. The modern black- 
and-white stripes and checks are 
available in certain trims. Where the 
display represents a room interior, 
the background can be done entirely 
in wall paper at a slight expense. 
One clever electrical merchant has 
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Window Screen with Seasonable 
Wall-paper Covering 





a number of frames available for di- 
viding his displays into sections, these 
being covered from time to time with 
unfigured wall paper of neutral colors 
which harmonize with the prevailing 
color of the exhibits. The frames are 
made of fiber board edged with pic- 
ture moulding and held upright by 
weighted “feet” or braces. They cost 
hardly a dollar each, and are kept 
fresh and up to date by the frequent 
papering. 


A Gentle Hoax with a 


House- Wiring Moral 

The householder who finds among 
his first-of-the-month bills the rather 
formidable-looking statement repro- 
duced herewith and then on second 
inspection discovers, to his pleasant 
surprise, that the supposed bill is only 
a reminder to investigate the local 


electric company’s house-wiring offer, 
is sure to remember the gentle hoax 
long after an ordinary house-wiring 
circular would have been forgotten. 
In sending out these “statements,” 
A. L. Scott, sales manager of the Leb- 
anon (Pa.) Edison Company, accom- 
panies them with the following let- 
ter: 


No doubt the inclosed has escaped your 
attention, otherwise you would have 
found the time to have given it your con- 
sideration several weeks ago. 

We cannot but believe that you have 
overlooked this important matter, and if 
you can arrange for us to call on you— 
it is to your advantage—and go over the 
matter in detail, the favor will be greatly 
appreciated. 

Trusting that we shall hear from you 
to-day or to-morrow, and thanking you in 
advance for an appointment, we beg to 
remain 

Very truly yours, 
EDISON ELECTRIC ILLUMINATING 
CoMPANY, 
A. L. Scort, 
Sales Manager. 

















® TATEMENT OF ACCOUNT 
Octover 31, 1916. 
= {r._Joiun Barnett, 
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Not a Bill—Just a Novelty in a 


Housewiring “Ad” 
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HINTS FOR THE 
CONTRACTOR 


Ideas on Estimating, Stock Keeping, Shop 
and Construction Methods, and Collections 





Pricing Up Electric Fixtures 

Every year it becomes more neces- 
sary to know the cost of doing busi- 
ness, and although the dealer may un- 
derstand perfectly the methods of fig- 
uring out his costs, overhead and ex- 
pected profits, he may frequently fall 
down because of mental laziness in 
figuring these items. One Southern 
dealer has found it of great service to 
have before his men service lists for 
marking up his fixtures. A copy of 
this list is also kept in the fixture 
room for the ready use of the sales- 
men. This schedule is given below: 


SYSTEM OF MARKING 


FIXTURES 


COSTS ON 


a means cost at factory. 

b means cost at factory for packing 

ec means freight and drayage, in 

d means sockets. ° 

e means shade holders or husks 

f means cord or fixture wire. 

g means labor assembling and wiring 

h means breakage. 

i means shades and refers to those actually 


on the fixture concerned. Price is to be 
raised or lowered if shades of other price 
is substituted. 

k means insulating joint. 

m means lamps, of size in fixture 

nm means labor hanging fixture. 

o means extra lengthening. 

Fixtures priced a to h include cost in shop 
but without shades, lamps, etc. 

Fixtures priced a to i include shades 

Fixtures priced a to k include insulating joint 
for conduit, but no lamps 

Fixtures priced a to i with m include lamps 
also 

For a fixture complete in place, all charges 
paid by the dealer, a to o is the mark. 

Extra lengthening on stem fixtures, one stem 
is per foot, first foot, $0.40, and each ad- 
ditional foot $0.30. 

Extra lengthening, chain fixtures, per foot of 
each chain, $0.20 

Special fixtures, must take special prices for 
lengthening 


As is well known, fixture and glass 
manufacturers make a charge for box- 
ing. In the case of some items this 
packing charge amounts to as high as 
15 per cent to 20 per cent. 

The freight on some classes of 
goods, particularly glass portables, is 
excessive, being rated as AA first 
class. In some cases the percentage 
of freight on domes is as high as 
30 per cent. 

The dealer referred to usually al- 
lows 20 cents for the first socket as- 
sembled and wired and 10 cents for 
each additional socket. 

Breakage is usually put in at 2 per 
cent, and 40 per cent is allowed for 
hanging a one-light fixture, with 10 





per cent additional per extra socket. 
For special fixtures special prices are 
quoted. 


Converting 1000 Gas Lamps 
Into Electric Units 


A Detroit, Mich., electrical con- 
tractor recently conducted a campaign 
among residents of newly-wired, al- 
ready-built houses in the course of 
which he electrified more than 1000 
portable gas lamps. His solicitors 
were provided with names of old- 
house owners who had recently become 
central station customers. When he 
called the 
salesman 
asked: “Have 
you an old 
gas lamp 
about the 
houses?” 
When it was 
brought out, 
he produced a 
cord, plug 
and socket 
which could 
be easily at- 
tached to 
the lamp, 
thus trans- 
fo TrmIng 
it into an 
electric port- 
able. The feature of the changeover 
was the socket used, which differed 
from the ordinary socket in that the 
cord entered the shell through an ex- 
tra opening in the side of the cap, not 
through the center of the cap, as usual. 
This, of course, made it possible to 
attach the socket to the standard of 
any lamp without running the wire 
through the lamp base. 

In Detroit the plug and the Cutler- 
Hammer socket used listed at 25 
cents and 35 cents respectively. These 
devices fitted with cords were sold to 
the solicitors at 70 cents per set. The 
solicitors in turn offered them to the 
public at $1 per set installed. More 
than 1000 old gas lamps were in this 
way made electric. 


Gas Lamp Converted Into 


Electric Portable 
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Warning Lamp Shows When 
Lights Are Left On in 


Fixture Room 


The fixture display of Lloyd & 
Smith, electrical dealers and contrac- 
tors of Manistee (Mich.), is located 
in several upstairs rooms over the 
store. As only fixtures are shown up- 
stairs, the men do not go up there 
frequently, and if the lights are left 
on after showing a customer they 
might burn for some time before any- 
one noticed. 

To avoid this a small red warning 
lamp has been installed on the stair- 
way near the main switch controlling 
the lights on the second floor. As 
the men go upstairs they close the 
switch, and the fixtures are all lighted 
when the customer enters the rooms 
above. The red signal lamp is burn- 
ing when the salesman comes down, 
but even if he then forgets to pull 
this switch some one soon notices the 
warning and turns off the current. 


Figuring the Real 
«Overhead ”’ 


“Many contractors who do their 
own estimating and whose wives keep 
their books fail to make a suitable 
charge for the work,” said a promi- 
nent California contractor in address- 
ing the California Association of Elec- 
trical Contractors and Dealers on the 
subject of charging overhead. 

“If you are doing your own estimat- 
ing and any other work at your place 
of business for which you would have 
to pay cash, it is proper to add this 
to your cost. 

“Never think that the $100 or $200 
that you may pay yourself represents 
profit. It is nothing more than over- 
head, and should be considered as such. 
We hear so many small electrical con- 
tractors say that they have ‘no over- 
head.’ They will tell you that they 
have their place of business in their 
own home; they have no rent, no book- 
keeper or stenographer; that their 
wives are taking care of those fea- 
tures, and they have no estimators or 
superintendents, etc. Now, don’t you 
honestly believe that the electrical 
contractor who tells you all this is just 
kidding himself along? It is this type 
of men who are hard to convince about 
associations. They are the stumbling 
block to the success of the industry, 
and dangerous to our business.” 
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Cleaning Stranded Cables 
with Emery Paper Before 
Soldering 
When soldering stranded cables into 
connectors or terminals it is very im- 
portant, declares a New Jersey con- 
tractor, to get each wire properly 
cleaned in order to insure a proper 
connection. He says he uses fine 
emery paper that easily slips in be- 
tween the wires, so that by rapid and 
vigorous rubbing each strand can be 

easily cleaned. 


How to Electrify an Alcohol 


Percolator 


It’s usually a hard job to sell an 
electric percolator to a woman who al- 
ready has a $15 or $20 percolator in- 
tended for alcohol or gas. She dislikes 
to discard such a pretty thing, espe- 
cially if it is a gift, even though she 
always wishes it were electric. What 
she does not know is that any electrical 
dealer with a screw driver, a drill and 








a vise can electrify it for her. This 
is the way it is done: 
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Method of Attaching 400-Watt Heating 
Element to Percolator 





The percolator M (see sketch) is 
removed by a one-sixth turn and a 
lift, from the stand G designed to hold 
the alcohol lamp. Then a 400-watt 
heating element A of a size that will 
fit into the hole in the top of the 
stand, is selected and attached to the 
stand. To attach the element, three 
holes are bored in the metal stand to 
admit bolts, D. Next, the three Z-bar 
clips B are fashioned from metal 
about 1/16 in. thick; and in this con- 
nection it should be said that if these 
metal pieces and the bolts that hold 
them are of iron they will rust rap- 
idly, since they are subjected to fre 
quent heating and cooling. This rust- 
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ing, however, will not be objectiona- 
le if the pieces are well concealed, 
for it will take at least two years for 
serious damage to result, even in 
moist atmosphere. The Z-bars should 
be drilled at both ends to take the 
stove bolts D that hold them to the 
stand and the screws C, by which they 

















An Ex-Alcohol Percolator After 


Being Electrified 





are attached to the element. In at- 
taching the element to the stand care 
should be taken that the heating sur- 
face in the finished job is at just the 
proper height to be in contact with 
the bottom of the percolator M when 
it is in position. With the element 
properly in place the cord and plug 
can be supplied to connect the element 
studs J to an electrical outlet. 

The cost of doing a job like this in 
a certain Middle Western shop was 
$4.05. Of this cost $3.20 was charge- 
able to material and the remainder— 
85 cents—was the labor cost. With 
these cost figures in mind an observ- 
ant contractor wiring a house may 
often secure an additional $5 job that 
will pay 20 per cent profit and fill in 
an idle hour. 


How Lighted Fixtures 
Pulled Business 


A New England contractor tells an 
interesting story of his discovery that 
lighted fixtures in a window attract 
attention. He had fitted up some fix- 
tures to front one-half of his store, 
and lighted them one evening to 
demonstrate to a _ prospective pur- 
chaser. He looked up a few moments 
later to find in his store four other 
interested prospective customers who 
had been attracted from the street. 
Each of the four went away with a 
purchase, and thereafter his window 
was not dark at night. 
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He adds that he stopped in the store 
one holiday to show some fixtures to a 
friend, and soon after the fixtures 
were lighted an interested family 
strolled in and bought a set of fix- 
tures. 

His present display is arranged with 
the portables in the window and on 
tables, with the various hanging fix- 
tures grouped in classes. All fixtures 
are hung at the average height usually 
found in homes. The room is fin- 
ished in flat white which, the dealer 
claims, has a cheering effect on the 
prospect, and leads him to purchase 
more freely than if he were confront- 
ed by depressing black paint. The 
white paint, of course, also shows off 
the lighting of the window and room 
to best advantage. 











To Demonstrate Types 
of Wiring 
By LEWIS A. TERVEN 


Terven-Childs Company, Contractors, 
Columbia, S. C. 


Some months ago we saw in a 
trade paper a photograph of a dis- 
play rack on which different shades 
could be shown. This idea ap- 
peared very good to us and we put 
it into use with this added feature: 
We built up our rack by using on 
each level a different class of ma- 
terials and workmanship com- 
monly employed in the industry. 

For instance, the top was done 
in cleat work, a portion was done 
in wooden molding, a portion in 
metal molding, a portion in knob- 
and-tube, and a portion in iron- 
armored conduit. At one end of 
the rack a flush switch was _in- 
stalled, and at the other end open 
switches were used. On one of the 
tiers a pair of three-way switches 
| were used so as to illustrate how 
| a lamp can be controlled from two 
different locations. 

We have found this rack to be of - 
great service in showing our pa- 
trons the class of work we propose 
to install. For though it seems 
impossible that any layman to-day 
should know the difference between 
“open work” and “concealed work,” 
our experience has been that in 
making .any estimate the terms 
should be defined in simple Eng- 
lish that the layman can compre- 
hend. If the customer is in the 
shop a reference to this rack will 
prevent any possible misunder- 
standing. 
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BUSINESS 
SYSTEMS 








Office and Accounting Methods—Time-Saving Schemes and Short Cuts—Forms 
and Records for Use of the Electrical Business Man in Office, Shop and Store 





Collect Your ‘‘ Easy Pay- 
ments’ Promptly 


In an address before the National 
Commercial Gas Association W. H. 
Pettes urged the prompt following of 
collections on easy-payment accounts. 
If the company’s representative does 
not call promptly when payments are 
due on appliances purchased on time, 
the customer is given an opportunity 
to become delinquent. 

“It is a well-known fact,” said Mr. 
Pettes, ‘‘that customers quickly catch 
the drift of such laxity on the part of 
the company. The concern which 
pushes its collections and insists upon 
its customers meeting the terms of sale 
at all times is more respected, and 
seems to attract more new customers 
to it by reason of this very strictness.” 





Using Desk Drawers as 
Card Files 


In the Huntington (Ind.) Light & 
Fuel Company’s accounting depart- 
ment an extraordinary effort has been 
made to keep the room free from 
small filing cabinets, card-index cases 
and the like. The presence of such 
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The left of the desk is also conveniently 
arranged for filing card data. 





equipment on desk tops or on shelves, 
it was thought, would detract from 
the appearance of the office because 
the accounting room is just back of 
the application desk, and is, therefore, 
in full view of all visitors. To over- 
come the difficulty the drawers of the 
flat-topped desks have been brought 








A deep drawer at the right-hand side of a flat 
topped desk serves as a commodious card file 
tor work-order data 





into use. All card files containing 
meter records, work orders and time 
cards are kept in the drawers, as 
shown in the accompanying pictures. 
The cards which apply to work or- 
ders and timekeeping must be of five 
different sorts because there are five 
different kinds of work orders, name- 
ly, electrical work orders for the com- 
pany’s three towns—Huntington, Mar- 
kle and Andrews; and the steam heat- 
ing and gas construction orders. A 
considerable saving in expense and an 
increase in convenience have been 
made by having all these work-order 
cards alike and then distinguishing 
them from each other by headings af- 
fixed by means of rubber stamps. 
Colored cards were formerly used. 





Rotating Card System 
Keeps Tabs on Trial 
Irons 


When a salesman closes a lighting 
contract for the East St. Louis (IIl.) 
Light & Power Company he asks if 
the customer has an electric iron. If 
the reply is in the negative the man 
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who connects up the service leaves an 
iron in the original package, on the 
outside of which is a paster offering a 
two weeks’ free trial, and promising 
to take the iron back without cost at 
the end of that period if the consumer 
so desires. 

By means of a rotating card follow- 
up system the appliance department 
is notified at the end of the trial pe- 
riod and a salesman is sent out either 
to close the sale, for which he receives 
10 per cent, or to bring back the iron. 
Thus a double reason for selling the 
iron is brought to bear on the sales- 
man, and 90 per cent of the irons put 
out in this way by the company are 
sold within three weeks. 





Monthly Bills as Sight 
Drafts 


Reproduced herewith is the form of 
bill used by the Louisville Gas & Elec- 
tric Company which is simplifying 
payments for some 800 of its custom- 
ers. The customer requests his bank 
to treat his monthly electric light bill 





















































fat nem fen 
ee 8 BO oe Oe aes 
! 
= 
—— 


























Pak yt 
t fF 
' 
=i | 
| . ae | oe oe ei : 
a | | | | | t : 
. UNT 
LAST DAY OF DISCO’ = a 
MARK OME OF THE LITTLE ; LECTINS 
ye jae” = os Save STOVE. 
COMPLETE mFORM.TION Gas FURNACES. 
THE SUBJECT INDICATED. | 5 i 
i 
The bank pays this bill and returns the right- 


hand half as a voucher with the customer’s 
checks 





as a sight draft, and each month the 
company sends the form of statement 
shown to the bank specified. Here the 
amount of the bill is credited to the 
electric company’s local account, and 
charged against the depositor’s ac- 
count, while the left-hand portion of 
the bili is detached and sent to the 
customer with his vouchers. 

By this system the customer is re- 
lieved of the bother of paying the bill, 
and is assured of the discount, while 
the company profits by the prompt pay- 
ment. 
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“HOW IT WORKS” Explained for 





The ABC of Electrical Ap- 
pliances—Ideas and Stories 
for Your Local Newspaper 


the Customer 









‘*Candle 


What Is a Lamp’s 
Power ”’? 


Every customer knows that “candle- 
power” refers in some way to the 
light-giving capacity of a lamp, but 
the exact meaning of the term is prob- 
ably understood by a very small num- 
ber. 

Regarding candle-power, Circular 
55 of the U. S. Bureau of Standards 
has this to say: 

“When an object is set up at a dis- 
tance of 1 ft. from a 1-candle lamp, 
so that the light falls perpendicularly 
on its surface, the illumination re- 
ceived by the surface is called 1 foot- 
candle. 

“If the 1-candle lamp is replaced by 
a more powerful one, the illumination 
is increased proportionately. For ex- 
ample, a 16-candle lamp would make 
the illumination 16 foot-candles. 

“But if the distance is increased, 
the illumination decreases in propor- 
tion to the square of the distance; 
hence, at 2 ft. the 1-candle lamp would 
give only 0.25 foot-candle, and the 
16-candle lamp 16/4 or 4 foot-candles. 

“The reason for this inverse square 
law is easy to see. It is simply that 
the same amount of light is spread 
over a greater and greater surface as 
the distance is increased. The light 
which falls on 1 sq. in. at 1 ft. distance 
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Cost of 1000 candle-hours in cents 


THE COMPARATIVE ECONOMY OF ELECTRIC 
LIGHT 


Costs are based on candles at 12 ec. per 
pound; kerosene, 15c. per gallon; gas, $1 
per 1000 cu. ft.; electricity, 10c. per kw. hr. 
Solid lines represent cost of fuel or energy; 
shaded lines, cost of mantles and lamps. 


illuminate a surface 
.. If the 


ft. 
in. on a side. . 
surface is turned so as to receive the 
light obliquely, a smaller amount of 
light is intercepted and its illumina- 
tion is proportionately reduced.” 
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Why the Heating Pad 
Can’t Overheat 


“Will a heating pad like this get too 
hot if I leave it turned on all night?” 
asked Mrs. Jones, pointing into the 
showcase of the Local Lighting Com- 
pany. 

The clerk looked interested, and 
slipped one of the pads across the top 
of the show case. 

“Not at all, madam,” he answered 
politely. “The manufacturers have 
taken care of that. This pad can get 
just so warm and no warmer. You 
see, every one of these pads has two 
little automatic devices called ‘ther- 
mostats,’ built right into it. Feel 
those bumps inside the cover? Those 
are the thermostats. 

“Thermostat sounds complicated, 
doesn’t it? It isn’t, though. A ther- 
mostat is simply a little device that 
turns off the current after the heating 
pad has got just so hot, and then, as 
soon as the pad cools down a few de- 
grees, the thermostat turns on the cur- 
rent again. In this way the pad keeps 
a uniform heat. There are two of 
these little devices in every heating 
pad, and some pads even have three. 
The minute you connect up the cord 
and snap on the switch they become 
your watchmen. The pad_ simply 
cannot overheat.” 

“No one ever told me about the ther- 
mostat before,” smiled Mrs. Jones 
gratefully, a few minutes later, as the 
clerk handed her her change and the 
wrapped-up heating pad. “Isn’t it 
wonderful,” she sighed, “what they 
make electricity do these days?” 
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* Daylight’? Lamps Help 

Dentists Match Teeth 

A Middle Western central station 
which has begun the active promotion 
of the sale of “daylight” lamps has 
found a way to sell them to dentists. 
Dentists sometimes find trouble in 
matching porcelain to the patients’ 
teeth by artificial light. What seems 
to be a perfect color match in ordinary 
tungsten illumination may prove to 
be several shades off color when the 
patient examines the work by day- 
light. With this as the basis of their 
selling argument, this station’s sales- 
men have been able to light many 
dentists’ offices with the “blue-glass 
lamps. 





The Anatomy of a Flash- 
light Battery 


How many of the people who slip 
a new battery into a flashlight have 
any idea why the old battery gave 
out and why the new one supplies en- 
ergy with such facility? How many 
know that the flashlight battery is 
made up of two or three separate 
cells in series? 

These points and many others about 
batteries are presented in an inter- 
esting manner by this exhibit case pre- 
sented by the Interstate Electric Nov- 
elty Company, 104 South Fourth 
Street, Brooklyn, N. Y., to the Trav- 
eling Industrial Exhibit of the Uni- 
versity of California. Parts of bat- 
teries are mounted on an exhibition 
board, and show the various steps in 
the assembly of the cells. 
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The Construction of Flashlight Battery 
Shown by Mounting the Various Parts on an 
Exhibition Board 
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SALES HELPS FOR THE DEALER Helping the Retailer on 
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Sales Ideas for Lamp 
Dealers in Story 
Form 


“How I Did It,” the booklet of lamp- 
sales stories which was issued by the 
Westinghouse Lamp Company, 165 
Broadway, New York, for the first 
time in September, as noted in these 
columns, has since appeared in two 
regular monthly issues, made up of 
concise accounts of lamp sales written 
by salesmen. 

The October number contained ar- 
ticles as follows: ‘A Complaint 
Turned Into an Order,” by C. F. 
Kelly; “A Forestry Job That Wired a 
Home,” by G. H. Waterman; “Getting 
the Job After Your Competitor Has 
It,” by W. C. Roe; “A Glaring Exam- 
ple,” by C. E. Jenkins, and ‘“Follow- 
ing In the Footsteps of Paul Revere,” 
by H. M. Frank. 

The November table of contents is 
as follows: “Getting a Start With a 
Cheap Installation,” by G. S. Wills; 


TURN OVER A Naw LEAF 
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What the Manufacturer 
Offers to Help You Get 
More Trade 







“A Case In Court,” by S. C. Dowling; 
“Working Behind the Counter to Get 
a Contract,” by A. W. Young; ‘Ma- 
sons and Mazdas,” by H. H. Johns- 
ton. 


A Loose-Leaf Contractor 
Help 

A loose-leaf bulletin, made that way 
so that the sections of particular inter- 
est may be filed, is the latest contrac- 
tor help of the National X-Ray Re- 
flector Company of Chicago. In in- 
troducing it A. D. Curtis, president 
of the company, said: “The electrical 
contractor and jobber will be able to 
place the different sheets and pam- 
phlets comprising each issue in the 
hands of interested people, where they 
will make for new business. 

“The central station manager will 
find the same information of extreme 
value in giving his customers the 
most up-to-date lighting service avail- 
able. 
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A WINDOWFUL OF NEW-YEAR GOOD RESOLUTIONS 
This window is easily set up and can be varied to suit local conditions. Display cards, 
complete directions and pictures of the display are offered free to dealers by the Western 
Electric Company, Inc., 195 Broadway, New York 





Christmas Advertise- 


ments 
The Apex Electrical Manufacturing 
Company of Cleveland is offering to 
dealers a complete line of vacuum 
cleaner electrotypes for newspaper ad- 








Call at.our store—see the APEX at work—arrange 
to have us send HER one on Christmas morning! 
But be sure it’s an APEX—the BEST Electric 
Cleaner of them all! Easy Terms of Payment! 





(Store’s Signature Goes Here) 











A Christmastime Vacuum Cleaner Ad, Elec- 
trotypes of Which the Manufacturer Offers to 
Furnish to Dealers 





vertising. These helps range from a 
small trade mark reproduction to a 
large ad that only requires the addi- 
tion of the store’s signature. Numer- 
ous ad proofs are furnished to the re- 
tailers to aid them in making up their 
ads. 


A Troubleman Who Is a 
Salesman, Too 

A troubleman can boost lamp sales 
very easily, according to E. H. Jaekel 
of La Crosse, Wis. Mr. Jaekel is a 
troubleman for W. A. Grimes & Com- 
pany, and he ought to know, accord- 
ing to the National Mazda Stimulator. 

Mr. Jaekel regards every visit to 
the home of a dissatisfied lighting cus- 
tomer as an opportunity to explain the 
economy of tungsten lamps. He quotes 
prices on unbroken cartons, and where 
a customer lives in his part of town 
he makes the delivery himself, using 
his basket-equipped bicycle, which has 
a capacity of five cartons. 
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NEW MERCHANDISE TO SELL 
AND WHERE TO BUY IT 


Appliances, Socket Devices and Wiring Supplies Which 
Manufacturers and Jobbers Are Putting on the Market 





Automatic Extension Reel 


An extension light which possesses 
convenient and serviceable features is 
shown in the accompanying illustration. 
The reel carries 30 ft. of lamp cord. and 
is secured to ceiling or beam by fast- 





Automatic Reel for Extension Light 


ening the arms of the swivel joint as 
shown. It has been developed by the 
Automatic Extension Reel Company of 
Liberty, Ind. The swivel joint enables 
the user to walk in any direction with 
the lamp, and an automatic lock provided 
holds the reel after the lamp cord has 
been paid out so that the lamp may be 
used at a distance from the reel. A 
slight pull forward unlocks the ratchet, 
and the wheel revolves, winding the cord 
back. An adjustable stop-plug on the 
cord makes it possible to adjust the 
height of the lamp. 


Solderless Terminals 


Terminals that make positive contact 
with a wire without the use of solder are 
shown in the accompanying illustration 
as manufactured by the Meliorate Manu- 





Steps in Installing Terminals 


facturing Company, 240-246 Hall Street, 
Brooklyn, New York. The body and 
faces of these terminals are of hard 
drawn brass, machined and nickel plated. 
The sleeve is of hard fiber specially 
treated which makes it moisture and tem- 
perature proof and is reinforced by the 





body throughout. The wire, when passed 
through the body and an eye in the ter- 
minal lug, is gripped by the contact 
which screws into the body as shown in 
the illustration. The whole combination 
is further strengthened Ly the insulating 
sleeve which when turned to its final posi- 
tion locks the parts rigidly together. 
The wire retains its original flexibility, 
it is claimed, as it is not annealed as is 
the case when soldered into the terminal. 
The body of the terminal is large enough 
to admit the insulation on the wire and 
prevents it from slipping and fraying. 
The faces of various styles of termi- 
nals of “A” and “B” sizes are inter 
changeable with other faces of the same 
size, the sizes being adapted to current 
capacity. The sleeves are furnished in 
red and black for denoting polarity. 


Special Electric Range for 
Export Trade 
The electric range shown in the ac- 
companying illustration, which has been 
designated as model 125 by its maker, 
the Rutenber Electric Company, Marion, 





HMlectric Which 


Range 
Down for Crating Purposes 


May Be Knocked 


Ind., was designed especially for foreign 
trade. This design was selected because 
eight of these ranges, when knocked 
down, can be packed in a crate of the 
size ordinarily needed to inclose one 
range of the company’s other models. 
By effecting this saving in packing space 
the Rutenber Company saves its foreign 
agents a considerable amount in ship- 
ping expenses. This model has three 
top burners, each rated at 1000 watts. 
It stands 34 in. high and the dimensions 
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of its top are 20 in. by 26 in. 
ping weight is 55 lb. Another model, 
known as No. 120, of similar design, 
is also being built. It differs from model 
125 in that it has two burners instead 
of three and weighs 5 lb. less. 


Its ship- 


Light Weight Electric Heater 


The heater shown in the accompany- 
ing illustration has been developed by 
the Majestic Electric Development Com 
Street, San Fran- 
A burnished 


428 O’Farrell 
Cal. 


pany, 


cisco, copper para- 





Heater with Parabolic Reflector 


bolic reflector is provided which, it is 
claimed, intensifies the radiation of the 
heat. It is claimed that each heating 
unit attains a temperature of 2000 deg. 
Fahr. in from one to two minutes and 
remains at a constant temperature as 
long as the current is turned on. The 
heater is rated for 615 watts, stands 
15 in. high and weighs 7 lb. 


Device to Operate Furnace Draft 


A device by which the head of the 
house can operate the drafts of the fur- 
nace by merely touching a button is be- 
ing manufactured by Walter Hann, Has- 
brouck Heights, N. J. 

By means of an electro-magnetic trip a 
weight is released which causes the de- 
sired change of drafts. The “operator” 
itself is 4 in. by 5 in. by 1 in. and in con- 
nection with a 5-tb. weight it requires 
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only two dry cells as a source of energy. 
A bell-ringing transformer may also be 
used if desired. 

With the controlling push _ button 
mounted near the bed it is possible to 
get the furnace well started before get- 
ting-up time. 
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Sewing Machine Motor 


A design of sewing machine motor, 
operating either -on alternating or di- 
rect current, is a recent product of the 
Menominee Electric Manufacturing Com- 
pany of Menominee, Mich. The base of 
the motor has rubber feet with adjust- 
able legs to offset any raise in the base- 

















Motor That Operates on Alternating and 
Direct Current 





board of the sewing machine. The ful 
crum is offset in such a way that the 
weight of the motor against the sewing 
machine flywheel assures the _neces- 
sary friction without clamps or screws. 
The small flywheel on the motor is also 
of rubber. A rheostat is furnished which 
provides four speeds. The motor and 
rheostat are permanently connected so 
that the only connection necessary to use 
the motor is the screwing of an attach- 
ment plug into a lamp socket. 


Cabinet Electric Range 


Two electric ranges of the standard 
cabinet type, one with two cooking com- 
partments and the other with one, have 
been developed by the Standard Electric 





Fig, 1—Standard Cabinet Type Range with 
One Cooking Compartment 





Stove Company of Toledo, Ohio. Each 
type is equipped with a large oven, cook- 
ing wells, hot plates, clock regulator, 
master switches, signal lamp and exten- 
sion end shelves. 

The ovens are lined throughout with 
heavy gage aluminum, and have two 
luminous, easily removable heating units 
8 in. by 8.5 in. by 1 in., of 1000 watt 
capacity, with three heat controls. The 
ovens have heavy mineral wool packing 
and a steam vent on top. The oven tem- 
peratures are said to be, with both burn- 
ers on high heat for five minutes 225 
deg., for ten minutes 470 deg. and for 
fifteen minutes 590 deg. In the cooking 
compartment, the wells are constructed 
entirely of pure aluminum like the oven 
with the castings of gray iron. The 
removable heating element in the base 
is rated at 660 watts, of nichrome wire 
heavily insulated with rock mineral wool 
and made water-tight in gray mica. The 
temperatures for various lengths of time 
the heating element is in operation are 
said to be as follows: For ten minutes 





Fig. 2—Range with Two Oven Burners and 
Two Hot-Plate Burners 





171 deg., fifteen minutes 207 deg., twen- 
ty minutes 311 deg., twenty-five minutes 
369 deg., thirty minutes 426 deg., thirty- 
five minutes 481 deg., forty minutes 533 
deg., forty-five minutes 581 deg. 

The hot-plate elements are 8 in. in 
diameter, incased in heavy steel bowels 
and provided with high, medium and low 
switches giving 1000, 500 and 250 watts 
rating respectively. The element, it is 
declared, will boil 1 qt. of water in eight 
minutes, 2 qt. in ten minutes. 

The body of the stove is of Armco 
rust-resisting iron with a royal blue en- 
amel finish. The extra equipment con- 
sists of one 3-qt. and one 8-qt. “Wear- 
ever” aluminum circular kettles, two 
2.5-qt. aluminum semi-circular kettles 
and two oven racks. 

The wiring for the range is in heavy 
conduit with the outlet box readily ac- 
cessible for connection to two or three 
wire systems. All elements are wound 
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for 110-volt service unless otherwise 
specified. The total demand of the one 
compartment stove is 4800 watts and 
5820 watts for the two-compartment 
stove. 

In Fig. 2 is shown a special range 
with two 800-watt luminous oven burn- 
ers and two 1000-watt hot-plate burn- 
ers. The oven burners are rated for 
high heat at 1000 watts; medium, 400 
watts; low, 200 watts, and the hot-plate 
burners for high heat, 1000 watts; medi- 
um, 550 watts; low, 250 watts. The ma- 
terials used in construction are similar 
to the standard cabinet type ranges. The 
equipment includes a broiling pan with 
special broiler rack, two oven racks, and 
a complete set of elements, switches, etc. 





Electric Soldering Lrons 


Generation of heat at the point of con- 
tact and at the spot where the heat is 
needed for soldering, brazing or anneal- 
ing purposes, is the basis for the design 
of an electric soldering iron now made 
by the Clemens Electrical Corporation of 
Buffalo, N. Y. Another feature claimed 
for this iron is that the operator need 
not wait for the iron to get hot, since 
the instant the object to be soldered or 
brazed touches the two high-resistance 
heating points, these points glow with a 
white heat directly at the tips where the 
heat is needed. The moment the tool is 
taken from the work, after the object is 
soldered, the current ceases to flow, as 
the circuit between the high-resistance 
points is opened. The high-resistance 
points when they become used can be 
readily renewed at a small cost. The 
prongs are made of solid bar brass with 
nickel-plated finish and accurately ma- 


Two-Handle Portable Soldering Iron 





chined. In the two-prong iron, the bush- 
ing that holds and separates the prongs 
is of molded asbestos. The handle is 
made of bakelite, compressed under 600 
deg. Fahr. 

This soldering iron operates on low 
voltage, the range being from 6 to 15 
volts. The high-resistance points are 
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made to carry current according to 
ratings of 150, 250 and 500 watts. 

A two-handle portable outfit is made 
which consists of a single-prong solder- 
ing tool attached to one wire of the sec- 
ondary side of a transformer, and a 
soldering feed tool attached to the other 
secondary wire of the transformer. The 
single-prong point is brought to bear 
upon the object to be soldered and solder- 
feeding tool is placed on the spot when 
needed. This outfit is especially adapted 
for soldering of all descriptions, such as 
big wires behind switchboards and gen- 
eral repair work. 





Wiring Devices for Foreign Trade 


Wiring devices, made exclusively for 
the foreign trade are shown in the ac- 
companying illustration, as manufac- 
tured by Pass Seymour, Inc., of Syra- 
cuse, N. Y. These articles are not suit- 
able for use in this country and are ex- 
act copies of goods formerly made in 
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Normal 


Edison 
Foreign Trade 


Base Lamp Sockets for 





Germany. They consist of a normal Edi- 
son base for use on temporary or cheap 
work, a continental type of single pole 
fuse block, and several types of normal 
Edison base lamp holders of European 
design. Lamp holders with the Goliath 
or mogul base are also furnished. 





Home Washing Machine 


The Home Devices Corporation, Bush 
Terminal, Brooklyn, N. Y., has recently 





Electrically Operated Washing Machine 





brought out several types of washing 
machines for both hand and electric 
operation in portable and _ stationary 
types. The portable tubs are designed 
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to occupy a small amount of floor space 
and are equipped with a strong and 
rustproof stand. The tub is mounted 
in such a way that by releasing a catch 
it may be tipped to one side with scarcely 
any effort and the dirty water quickly 
emptied. The washer is said to be espe- 
cially suitable for homes where there 
are no stationary tubs. 

The %-hp. driving motor is equipped 
with a triple thread steel worm which 
runs in a bronze worm gear. The power 
is transmitted through a train of steel 
and bronze cut gears, to the moving 
parts of the machine dnd wringer. The 
gears run continuously in grease, and 
bronze bearings are used throughout. 
The metal parts of washers and stands 
are heavily galvanized to protect them 
from rust. 


Feed-Through Switch 


Another feed-through switch has been 
added to the line of such devices made 
by the Cutler-Hammer Manufacturing 
Company of Milwaukee. This switch is 
cataloged as No. 7050, and differs from 
Nos. 7040 and 7044, which are polished 


Molded 
This New 


Insulating Material Forms Body of 
Feed-Through Switch 





nickel brass shell types, in that molded 
insulating material (C-N Thermoplax) 
forms the body of the switch inclosing 
the push button operating mechanism. 
The switch is approved by the Under- 
writers’ Laboratories for the same high 
rating as the brass shell type—6 amp., 
125 volts; 3 amp., 250 volts. It may be 
located at any part of the cord used 
with electric appliances and eliminates 
wear on the socket, brings the control to 
the point desired by the user of the ap- 
pliance and makes it unnecessary to pull 
out the plug to cut off the current. 
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Jeweled Time Switch 


The A. & W. Electric Sign Company, 
Prospect and West Third Streets, Cleve- 
land, Ohio, is now offering the trade an 
improved time switch. The plates and 
wheels are all extra heavy to insure 
long wear and the balance is compen- 
sated for temperature changes. The en 





An Eight-Day Seven-Jewel Time Switch 





tire escapement is jeweled, seven jewels 
being used. The arbors are all of special 
hardened steel with the pinions cut 
from solid bronze. The switch mechan- 
ism is entirely separate from the time 
train and each switch is arranged so that 
it will close the circuit twice and open 
it twice within twenty-four hours if de- 
sired. It is also provided with a cut- 
out for Sunday or holiday use. 


A Disappearing Footlight 


Disappearing footlights for stages 
and platforms of high schools, audito- 
riums, halls, churches and theaters, also 
showrooms, show windows or wherever 
a footlight is required that must be out 
of the way when not in use, have been 
designed and are being manufactured 
by the Universal Electric Stage Light- 
ing Company, 240 West Fiftieth Street, 


\w ° 
CLOSED SECTION. 
os 11 — 4 
Fig. 1 Close Sectic \ 
Foot 
New York City. These footlights are 


made up and furnished in complete sec- 
tions 3 ft. to 5 ft. in length, which can 
be mitered to fit any curvature, 


stage 
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or in longer straight sections. They can 
also be provided for a single or double 
row of lamps with two or more color 
combinations. 

Each section as furnished consists of 
a top frame and door made of 1-in. 
hardwood to match the flooring, so that 
all that is required for installing a sec- 
tion is to provide a space in the floor of 





Fig y4 Section 
Footlight Open 


Disappearing 


sufficient depth and width to receive the 
unit. The top of the footlights is in- 
serted flush and floored in to form a 
part of the stage floor. The footlights 
are mounted on the lower side of the 
door, and, agreeable to the Underwriters’ 
rules, they are set in a galvanized-iron 
reflector trough. Connections are made 
through an iron splicing box, which can 
be placed either in the center of the 
section or at the end, as is necessary 
for clearance between studs or beams. 
The door or cover of the footlights is 
hinged on a special heavy iron bracket 
hinge supported on the top frame, and 
each cover is provided with a flush ring 
and lock at the center, as shown in the 
illustration. To raise the footlights the 
doors are opened by means of the pull 


strings. 


Electrically Operated Cream 
Whipper 


The outfit illustrated is manufactured 
by the White-Stokes Company of Chi- 
cago, and is suitable for whipping cream 
and similar materials. The set consists 
of a 1-gal. hopper which is equipped 
with a rotating beater or dasher driven 
through gears by a %-hp. Robbins & 
Myers motor. The gears and bearings 
of the whipper are made of bronze and 
no oiling is necessary, it is claimed. By 





Motor Operated Cream Whipper Which Is 
Suitable for Window Display 





removing a pin from the axle, the dasher 
can be lifted out for cleaning, and easy 
access is given to the interior of the 
hopper. The motor is supplied with 10 
ft. of cord and piug. The base of the 
outfit is 14 in. by 22 in. 
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Wall Brackets 


Wall brackets designed to reduce the 
cost of service connections without im- 
pairing safety or service have recently 
been brought out by the National Metal 
Molding Company, Fulton Building, 
Pittsburgh, Pa. Each bracket consists 
of a sherardized stamped steel base plate 
on which are mounted high-grade por- 
celain insulators. The insulators are 
secured to the base plates by means of 
sherardized U bolts and nuts, as shown 
in an accompanying phantom view. The 
round transverse holes, shown in the in- 
sulators, are for the purpose of securing 
the wires, the U bolts passing complete- 
ly around these. In other words, the in- 
sulators are “iron kound,” the construc- 
tion being very similar to that of strain 
insulators. This design, it. is claimed, 
results in a bracket having not only 
great tensile strength, but also a bracket 
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Wall Bracket Insulators for House Services 





which can be easily and quickly in- 
stalled. Attention is called to the fact 
that the necessity of using tie-wires has 
been entirely eliminated. 

The service wires which lead from the 
pole are threaded through the holes in 
the upper bracket and dead-ended, by 
looping, at the lower bracket. The 
weight of the wires, between the pole 
and the building, it is pointed out, al- 
ways keeps taut the short vertical spans 
between the upper and lower brackets. 
Attention is also called to the fact that, 
by removal of the center insulator, a 
three-point bracket may be used in mak- 
ing a right-angle turn with two wires 
and the wires kept parallel. Insulators 
on the two-point brackets are on 9-in. 
centers and on the three-point brackets 
on 6-in. centers. The design of these 
brackets is such that their use is prac- 
tically universal, as they may be in- 
stalled in either a vertical or horizontal 
position, or at any angle. They will also 
be found to be admirably adapted for 
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supporting open feeders in_ industrial 
plants, mills and warehouses, and can 
readily be attached to steel girders. 


Electric Sign Bulletin 


“Electrograph,” an electric-sign bul- 
letin that displays a complete message 
and is made for use inside of building 
halls or in the open air, was described 
in the Aug. 16, 1916, issue of the Elec- 
trical World. The Electrograph Com- 

















Controller for Talking Lamp System That 
Will Reproduce Complicated Symbols 





pany, 53 Jackson Boulevard, Chicago. 
maker of this apparatus, announces the 
development of a new controller for this 
outfit. This controller case, which is il- 
lustrated here, is made for signs that 
require from 500 up to 2500 watts. The 
record passes slots in the bottom of 
this case, provision being made to roll it 
up in a chute or box, so that the length 
of message is not limited. The illus- 
tration shows the record with the brush 
block removed. This block is held in 
place by the four bolts, two on each 
side of the record. 

Attention is called by the manufac- 
turer to the adaptability of this system, 
stating that the fifteen-lamp row will 
permit the reproduction of the most 
complicated symbols, such as Chinese or 
Japanese characters. As there are 214 
letters in these foreign alphabets, the 
40,000 combinations possible are given 
as an indication of the extent to which 
the system can be utilized. 


Special Distribution Circuit 


In the accompanying illustrations 
special arrangements are shown so that 
the busbar principle can be applied to 
interior distribution systems where it 
is desired to frequently change or trans- 
fer lights, electric letters, fans, heating 
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Fig. 1—Steel Casing for Conductor Element 





and light power devices. The casing 
shown in Fig. 1 is of steel, in two paral- 
lel pieces with openings equidistant, 
corresponding with connection points in 
the conductor element or buses inclosed 
in this casing. The conductor element 
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consists of Bakelite molded insulation 
with two phosphor bronze conductors em- 
bedded therein. These conductors have 
a cross-sectional area equivalent to 56,- 
000 circ. mils, rated at about 75 amp. 
on a 110-volt circuit. Two No. 12 B. & 





Fig. a View, Showing Connection for 


ow Window Reflector 





S. gage stranded rubber-covered wires 
are considered ample as feeders for this 
bus arrangement. In Fig. 2 is shown 
a side view of a show window installa- 
tion, with its positive lever contact plug 
for connecting light and reflector or 
other devices to the buses. This system 
has been developed by the Chase Electric 
Company, 105 South Dearborn Street, 
Chicago, Il. 


Fixture for Nitrogen Lamps 


Fixtures, such as shown in the accom- 
panying illustration, designed especially 
to meet the demand created by the nitro- 
gen lamp are being made by Samuel 
Frost, 304 Bowery, New York City. The 








Fixture for 100 to 300 Watt Nitrogen Lamps 





lighting unit illustrated is adapted for 
100 to 300 watt lamps and has a 16 in. 
reflector and an 11 in. by 6 in. bowl. For 
lamps of 300 to 500 watt rating, the re- 
flector is 20 in. and the bowl 11 in. by 
6 in. 
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Non-Corrosive Soldering Paste 


A soldering paste which contains no 
acid and is non-corrosive is being offered 
to the trade by the Sieffert Electric 
Company of Evansville, Ind. This paste 
is said to be especially effective in arma- 
ture building and repair work since it 
contains no ingredient which may become 
an electrical conductor and lead to flash- 
overs and short circuits on repaired ma 
chines. It can also be safely applied 
with the fingers. The paste is put up in 
2, 4, 8 and 16 oz. cans. 


Battery Charging Outfit 


True dynamic commutation, with no 
breaks or open circuits, is claimed for 
the small rectifier developed by the Elec- 
tric Converter Company, 840-846 Dorr 
Street, Toledo, Ohio. The rectification 
takes place in the transformer, an origi- 
nal direct-current commutator being used 
in connection with it, and direct current 
taken from the transformer. The trans- 
former, as will be noted from the illus- 
tration, is mounted directly on the main 
shaft, in front of the commutator. In 

















Transformer Mounted on Main 


Shaft 


Rectifier with 





action, the current passes through one 
portion of the transformer, through the 
commutator and back into the trans- 
former. The wave is caught and fol- 
lowed on the crest. 

These machines, which are made for 
any voltage, phase, cycle or capacity, 
have shown under test an efficiency of 95 
per cent, it is claimed. The machine has 
been used to operate a moving picture are 
at 45 amp., charge a twenty-eight cell 
electric car at an average of 35 amp., 
and operate a 2 h.p. motor all at the same 
time. Attention is also called to a test to 
further demonstrate the durability of the 
device, in which a direct short circuit 
was caused made by placing the two ends 
of the wire together when the machine 
ran for fifteen minutes without in any 
way affecting it. At the present time 
the device is made in four sizes, one for 
charging one to eighteen cells, or any 
combination up to eighteen, one for 
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charging electric cars up to twenty 
eight cells, one for charging electric cars 
and trucks up to sixty cells, and one for 
operating moving picture arcs. 


Insulators for Pull Socket Chains 


Splicing links and insulators, such as 
shown herewith, have been designed for 
use on pull socket chains by Thomas M 
Harrigan, Woodstock, Vt. This device 
can be used either as a splicing link or 
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Splicing Link and Insulator for 
Pull Socket Chain 





an insulator or for both. The insulators 
are for use mostly in baths, kitchens and 
basements, where there is a possibility of 
the consumer’s circuit becoming grounded 
or a transformer breaking down and 
causing a high voltage on the house cir 
cuit. 


A Shop Screw Cabinet 


In the accompanying illustration is 
shown a screw cabinet, which affords 
a convenient means for handling screws 
and small parts due to mixed sizes and 
broken packages in plant and factory 
workshops. This cabinet may be used 
for brads, nails, butts, bolts, auto ac- 
cessories and many other small articles. 
These cabinets are made in sizes con- 
taining 50 or 100 drawers. The draw- 
ers are 8 in. by 3 in. by 2.5 in., with 
drawer pulls and card holders. The 
cabinet is golden oak with a dull waxed 
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Cabinet 


Screw 


A Fifty-Drawer 





finish. The outside measurement of a 
100-drawer cabinet is 44 in. wide by 
32 in. high by 11 in. deep, the fifty- 


drawer cabinet being 22 in. wide. Ho- 
bart Brothers Company, Troy, Ohio, is 
the manufacturer. 































































ELECTRICAL MERCHANDISING 





Vol. 16, No. 





THE STORY OF A BIG IDEA 


A Little Sermon on Why to Be a Bull Dog 


HEN the President of the 
United States gave the signal 
which electrically flood-lighted 


the Statue of Liberty, George Wil- 
liams simply smiled. The lighting of 
Liberty was George’s idea. The Pres- 
ident of the United States performed 
the final act which made that idea 
a reality. George was entitled to 
smile. 

The Big Idea came to George on 
a blustery night two years and more 
ago. The ferry which takes him from 
the Battery to his home on Staten 
Island passes close to Bedloe’s, on 
which Bartholdi’s masterpiece stands, 
but on this night the symbol of lib- 
erty was lost in mist. ‘“What-ho,” 
said George, or words to that effect, 
“the old girl should be treated better. 
She should stand there radiant, im- 
mortal. Why draw the veil when the 
sun goes down? What are dynamos 
and searchlight made for, anyway?” 

Later, when plans for America’s 
Electricai Week were under discus- 
sion, George brought his idea to the 
Society for Electrical Development, 
but already so many plans had been 
devised, labored with, and approved, 
that the new suggestion, fine as it 





GEORGE WILLIAMS 


was, could not be squeezed into the 
schedule. 

George smiled. 

_ Now, with most men, that would 
have been the end of the Big Idea. 
With George Williams it was the be- 
ginning. 


As he himself says, “Most 


fellows lose faith in an idea when 
somebody seems to discount it. That’s 
wrong. A good idea is good, no mat- 
ter what seemingly insurmountable 
circumstance is against it. We must 
remember that there is more than one 
way of skinning a cat.” 
GEORGE PERSISTS 

The first means of lighting Lady 
Liberty having vanished, Williams 
proceeded to evolve others. His first 
step was research. Old newspaper 
files were studied for facts regarding 
the big statue. Men who remembered 
its unveiling, and participants in the 
original ceremony, were interviewed. 
The almost forgotten fact that the 
pedestal for the statue was paid for 
out of funds gathered mostly from 
school children, through a campaign 
conducted by the New York World, 
suggested a fresh plan. George de- 
termined to enlist the services of the 
World again. 

Which brings us to a third point: 
Williams believes in newspapermen, 
cultivates them, makes of them actual 
friends. Among those friends was 
Don Seitz of the New York World. 
George deftly suggested to this pow- 
erful publicist the possibility of a 
campaign to raise funds for the light- 


ing of Liberty. And Don Seitz thanked. 


George for the suggestion. 
THE OBSTACLES SURMOUNTED 


To retell the story of patience, per- 
sistence and politics which consumed 
the months between Williams’ first 
conception and the evening of Dec. 2 
would fill many pages. News of the 
war crowded the columns of the 
World, and pushed the Liberty illu- 
mination campaign far into the back 
pages of the paper. The national elec- 
tion further engrossed attention of ed- 
itors and readers. Contributions to 
the fund were hard to secure because 
of the thousand and one appeals for 
charity and the relief of war suffer- 
ers. The government engineers at 
first favored an isolated plant, which 
drew down criticism from central-sta- 
tion interests. Every step in the prog- 
ress of the Big Idea was hampered 
by some unforeseen difficulty that re- 
quired tact, patience and bulldog ten- 
acity to overcome. Through it all 










































































LIBERTY ALIGHT 


Bartholdi’s Famous Statue in New York Har- 
bor Permanently Floodlighted Dec. 2 Amid 
Impressive Ceremonies, with President Wil- 
son, the French Ambassador and the Atlantic 


Fleet in Attendance 





George smiled—a bit grimly at times, 
but always he smiled. 

Consider, for example, the difficulty 
of securing the attendance of the 
President at the opening ceremony! 
This alone required months of work— 
not in bringing influence to bear, for 
the President is impatient of such tac- 
tics, but in so staging the event that 
the attendance of the Chief Executive 
was natural and well-nigh inevitable. 
George accomplished the feat by smil- 
ing, tactful persistence. 

It must not be supposed, however, 
that George Williams worked by him- 
self or for himself. He never thought 
of the lighting of Liberty as my Big 
Idea, but always as the Big Idea. The 
New York World, Ralph Pulitzer, the 
National Lamp Works, the General 
Electric Company, the Society for 
Electrical Development, and A. K. 
Baylor, Henry L. Doherty, and dozens 
more, all pulled and tugged to make 
the Big Idea a reality, and George 
Williams pulled and tugged with the 
best of them, and when a new diffi- 
culty arose he smiled, and hunted up 
somebody with the pull or power to 
overcome it. 

So the lighting of Liberty is more 
than the story of a Big Idea—it is a 
lesson in why to be a bulldog. 
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counting all above this amount as 
profit and giving the salesmen 40 per 


GOSSIP OF THE cent of the profit. Each salesman, ex- 


cept the men on special work, is as- 
TR \ DE signed a territory. The largest -of 
these contains 1200 customers. From 


his own field each salesman is able to 

















Toledo Company After strated, Mr. Lemmon said, by the suc- 
cess of one of the company’s salesmen, 


$75,000 Christmas Trade Mr. MeMitlen, who is able to sell each 

Thirty men in the sales department month from $1,800 to $2,000 worth of 
of the Toledo (Ohio) Railways & Light goods by adhering closely to the steady 
Company have set their sales bogey house-to-house process. He keeps in 
for December at $75,000. They are touch with everybody, but he does it 
going to sell that much merchandise, systematically. If he calls at house No. 
including signs, household appliances 2 0n Workaday Avenue and has a pros- 
and lamps but excluding motors, if it pect at No. 8 on the same street, he 
is humanly possible. They say that calls at Nos. 4, 5, 6 and 7 before he 
judging from their past records it is goes to No. 8. 
possible. The December sales for the 
last few years have been as follows: 
























EASY PAYMENT OFFER 





5 + j be ig j “Why worry about the rising cost of gaso- 

In December, 1912, $1,500; in Decem The terms on merchandise which  ,,.5) 03 Worry, al Guilfoyle, “when you can 
ber, 1913, $4,000; in December, 1914, are offered during December are the charge storage batteries from the United 
Company’s mains. Besides being chairman 






$17,000, and in December, 1915, $44,- same as those given throughout the of the N.E.L.A. merchandising committee, Joe 
000. Of the latter figure, $37,000 year. Goods amounting to less than flectric hight & Dower Compane, ne United 
worth of business was done in appli- $5 may be settled for in payments cov- 
ances and the balance in electric signs. ering not more than four months; $45 is 
This year the salesmen have about accounts may be spread over six “#72 more than $125 a month. By 
31,000 prospects to work on, since the months; $75 accounts, over eight working along these lines the depart- 
company has that number of lighting months; $100 accounts, over ten — — vragninaanrs reer its 
customers. months; $150 accounts, over twelve sales each year, expects to hit the high 
While not all of the men follow the months, and any larger purchases are bogey it has set. 
plan strictly, Mr. Lemmon, assistant considered special and are accorded Seupiiciiacandslnaliebe 
to A. K. Young, points out that special treatment. om ; ; 
steady house-to-house canvass pro- The salesmen are all paid on a flat The Man Who Quits 
duces the best results, The futility salary and commission basis, the com- The man who quits has a brain and hand 
of jumping hurriedly from one part of mission being determined by adding As good as the next; but he lacks the 
the territory to another is demon- 12 per cent to the cost of the goods, sand 





















That would make him stick with a cour- 
; age stout 
Spat Fy To whatever he tackles and fight it out. 
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He starts with a rush and a solemn vow 

That he’ll soon be showing the others 
how; 

Then something new strikes his roving 
eye, 

And his task is left for the bye and bye. 












It’s up to each man what becomes of 
him; 

He must find in himself the grit and vim 

That brings success; he can get the skill, 

If he brings to the task a steadfast will. 



















No man is beaten till he gives in; 

Hard luck can’t stand for a cheerful 
grin; 

The man who fails needs a better excuse 

Than the quitter’s whining, “What’s the 


use?” 














For the man who quits lets his chances 
slip, 

Just because he’s too lazy to keep his 
grip. 

The man who sticks goes ahead with a 
shout, 

Just before the battle, Mother! Messieurs Scribner, Bergh, Kirkland, Goodwin, Hoagland While the man who quits joins the 

and Harvey, about to lose their tempers on the greens of the Belmont Golf Club, Chicago, “Down and Out.” 

surrounded by a sympathetic group of friends, including Endmen Burk and Townsend at left, ‘vets eee ae ear ‘ 

and Freddy Skeel and Winder on the right. Southern Public Utilities Magazine 
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DELEGATES AND GUESTS OF THE WESTINGHOUSE AGENT-JOBBERS’ CONVENTION AT HOT SPRINGS, VA., NOV. 20 To 23. 
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W. R. Ostrander & Company of 
Brooklyn, N. Y., announced on Nov. 
18 that they would withdraw all 
prices, and bill goods at their low- 
est prices until further notice. 

H. M. Byllesby was one of six men 
to pledge $5,000 each toward a fund 
to assist the cause of universal mili- 
tary training in the United States, at 
a luncheon of prominent Chicagoans 
recently. The Universal Military 
Training League has been created to 
secure Federal legislation for a sys- 
tem of universal military training. 














3e it a lamp order or ducks that E. L. 
Callahan, ex-chairman Commercial Section 
N. E. L. A., goes after, he seldom fails to get 
all the law allows. The sad expression on his 
face in this picture was doubtless brought 
about by the fact that the legal limit on 
ducks is not higher. 





It is founded on the premise that 
sacrifice and service are the founda- 
tion of the family, the state and the 
nation. 

C. R. Jones and E. L. Bradley have 
organized The Electric Shop at New 
Britain, Conn., and are engaged in 
general electrical contracting. Mr. 
Jones has had experience with the 
construction department of the Gen- 
eral Electric Company, and has been 
associated with the Spring & Buckley 
Electric Company of New Britain. 
Mr. Bradley was formerly with the 
United Electric Light & Water Com- 
pany, with which company he held 
various positions in the operating de- 
partment. ‘We Wire, Wire Us” is 
The Electric Shop’s slogan. 

C. F. Farley has been given entire 
charge of the sales work of the Kan- 
sas City (Mo.) Light & Power Com- 
pany. The work of the company has 
recently been divided into three de- 
partments: sales, engineering and 
accounting. 

The Adams-Bagnall Electric Com- 
pany of Cleveland, Ohio, is complet- 
ing an addition to its factory with the 
installation of a complete porcelain 
enameling plant. Four 12-ft. fur- 
naces will be supplemented by mixing 
vats, smelter furnaces, drying ovens 
and handling apparatus. 


S. N. Clarkson has resigned as 
sales engineer of the Union Electric 
Light & Power Company to accept a 
position with a large industrial com- 
pany in that city. 

P. A. Staples of Dover, N. J., 
has been appointed manager of the 
Binghamton (N. Y.) Light, Heat & 
Power Company, to succeed Samuel 
H. Dailey, recently resigned. Mr. 











Staples was recently transferred from 
Sandusky, Ohio, to Dover, where he 
held the position of vice-president of 
the Sandusky (Ohio) Gas & Electric 
Company. 

Henry F. Holland has resigned as 
Pacific coast representative of the 
Simplex Electric Heating Company 
of Cambridge, Mass., to become man- 
ager of the electric range department 
of the Great Western Power Com- 
pany, with an office at 511 Sutter 
Street, San Francisco. Mr. Holland is 
well known in the industry, and his 
long experience in the electrical-heat- 
ing game should stand sponsor to his 
success in his new position. Last year 
he was president of the Jovian Elec- 
trical League in Los Angeles, and 
first tribune of the Jovian Order for 
Southern California. 
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Bill Goodwin of Frisco, Colonel Carter, 
F. H. Leggett and some more amphibious 
monsters in captivity for the time being, at 
Camp Curry, in the Yosemite. 
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E. J. Wallis, who has been South- 
ern district manager of the Western 
Electric Company for the past eight 
years, with headquarters at Atlanta, 
Ga., has been promoted to the posi- 
tion of district manager with head- 
quarters at San Francisco, Cal. 

The Seaboard Electric Supply Com- 
pany of Baltimore has purchased the 
merchandise, fixtures and good-will 
of the Southern Engineering Corpo- 
ration and is conducting a wholesale 
and retail business in electrical and 
automobile supplies. 


L. H. Haight, for the last ten years 
with the New York sales office of the 
Westinghouse Electric & Manufac- 
turing Company, has been appointed 
New York City sales representative 
of the Ward Leonard Electric Com- 
pany, Mount Vernon, N. Y. 














“Pete” Klees, sales manager of the Frank- 


lin Electric Manufacturing Company and 
Jovian Statesman from the Second District, 
resting up before another of his famous high- 
speed flights about the country. 





Sam Dailey, who has been vice- 
president and manager of the Bing- 
hamton (N. Y.) Light, Heat & Power 
Company, has resigned to become 
general manager of the Kentucky 
Traction & Terminal Company and 
the Lexington Utilities Company, 
both of Lexington, Ky. 

L. O. Gordon has been appointed 
general manager of the Jackson 
(Miss.) Light & Traction Company. 
He entered the power and mining 
department of the Chicago office of 
the General Electric Company in 
1902, and later spent a year in the 
Schenectady works of the company. 
In the fall of 1912 Mr. Gordon be- 
came manager of the Valparaiso 
(Ind.) Lighting Company, which is 
owned by the American Public Utili- 
ties Company, Grand Rapids, Mich., 
that also controls the Jackson Light 
& Traction Company. 

F. B. Gleason, who has recently 
represented the Western Electric 
Company in Japan, has been appoint- 
ed Southern district manager of the 
company, with headquarters at At- 
lanta, Ga., succeeding E. J. Wallis, 
who was recently transferred to San 
Francisco, Cal. 

W. R. Putnam of Salt Lake City 
has been appointed manager of the 
Salt Lake division of the Utah Power 
& Light Company, combining this 
position with his duties as general 
sales manager of the company. 

James J. Kirk of the Common- 
wealth Edison Company, Chicago, is 
chairman of the industrial lighting 
committee of the N. E. L. A. The 
report of the committee for this year 
will contain data, photographs and 
sketches of good lighting in many 
industries. 





Frank Houston, commercial man- 
ager of the Lockport Light, Heat & 
Power Company, Lockport, N. Y., has 
resigned to become associated with 
E. Z. Wallover in power development 
in Oklahoma City. 

Claire Stannard, secretary of the 
Denver Gas & Electric Light Com- 
pany, has been appointed a member 
of the committee on traction matters 
of the Denver Civic Association. 

The Matthews Electric Supply 
Company has opened a retail store at 
2012 First Avenue, Birmingham, Ala. 
H. W. Matthews is president of the 
company and C. R. Matthews is sec- 
retary and treasurer. The new re- 
tail department will be in charge of 














Might as well come out from behind those 
blinders, Ernie Haughton. Everybody knows 
who you are, old top! Yes, we will have 
some peanuts, if you’ll just pass the bag this 
way. 
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U. E. McClary, who is a specialist in 
electrical retail sales work. 

The Hurley Machine Company has 
purchased 100,000 sq. ft. of land lo- 
cated at Taylor Street and Campbell 
Avenue, Chicago. Ground will be 
broken immediately for a factory with 
a capacity of 1000 Thor machines 
daily. 

The Esco Electric Company of 
Albany, N. Y., offered an electric 
percolator as a prize for the best 
title for a picture exhibited in the 
company’s window. The title se- 
lected by the judges as being most 
appropriate was “Faint Light Ne’er 
Won Fair Lady.” Lively interest 
was shown in the contest and a 
large number of votes were cast. 


The Hughes Electric Company, 
Chicago, to boost the sales of its au- 
tomobile engine and carburetor heater, 
is running a series of advertisements 
in the daily newspapers of cities north 
of the warm belt. Several large cen- 
tral stations and a few department 
stores have put on special campaigns 
to sell heaters during December. 

The United Illuminating Company 
of New Haven, Conn., is running an 
electrical show of its own, which will 
be kept open until after the holidays. 
The building in which the show is 
held is flood-lighted each evening. The 
interior decorations were handled by 
a specialist. 

John Watt, of the Albert D. Man- 
ning Company, Atlantic City, N. J., 
makes a point of sending full cartons 
of lamps on every order shipped from 








Tom Cluley of the Union Electric Company 


has his thoughtful moments. Perhaps some- 
body dumped insulating compound into his 
tobacco. 
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his store. ‘Enough lamps go out to 
cover the order, with just enough ad- 
ditional to make up a carton. This 
nearly always works,” he adds, “for 
people seldom order extras, and one 
needs only suggest the advantages of 
having a few extra lamps on hand and 
the sale is made. A few orders in- 
creased in this way per day mean 
several dozens of extra cartons each 
month.” 

A. J. Long, the Orange, N. J., wiz- 
ard of contracting and dealing in 
electrical supplies, tells us this one: 
A policeman saw a man standing in 
front of Long’s electric store on Main 
Street in Orange, the other evening 
about eleven o’clock, and said to him: 
“What are you doing?” “I am look- 
ing at the windows of this store for 





“Say somethin’ serious,” ordered President 
McClernon' of 


the Northwestern Electric 
Equipment Company, New York, “we're going 
to have our picture taken.” “All right,’”’ 
chorused Sales Manager Beck and Vice-Presi- 
dent Jockers, “give us a raise!’ 





I am thinking of opening an electric 
store soon.” Next morning, Long 
discovered that his place had been 
entered and made complaint to the 
town police. When the officer on that 
beat was called before his superior to 
be questioned about the robbery, the 
policeman said. “Well, the man may 
have been a thief but he wasn’t a 
liar.” 

C. C. Childers of the Childers Elec- 
tric Company, Louisville, Ky., made 
the suggestion that employers in the 
electrical field assume the annual 
dues of their employees who are 
members of the Jovian organizations, 
and that they also pay the initiation 
fees of members who wish to enroll 
in the organization. His recommen- 
dation, which was expressed at a re- 
cent meeting of the Louisville Jovian 
League, came in connection with the 
decision of the national organization 
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Picnicking : 
George Westover of Cadillac taking a Con- 
sumers Power Company bunch out for a day 


in Michigan’s densest wilds. 


afield. _A trailer truck hauled behind the 
auto sufficed for supplies. Leave it to George! 





to advance dues from $2 to $4 a year. 
This advance, with the added cost of 
luncheons and tips to waiters, each 
week, Mr. Childers holds, is too much 
of a tax on the average Jovian, whose 
employer at least shares with him 
the benefits he gets from the organ- 
ization. If the dues and initiation 
fees were borne by the employer he 
would be in a better position to ex- 
pect that the employee keep up with 
the work of the organization. 

Both phonographs and electrical 
appliances are offered by one dealer 
who operates a house-to-house appli- 
ance canvassing business, and by this 
means has considerably cut down his 
cost of “flivver” gasoline per appli- 
ance sold. The new addition to his 
line is the “Carola” fifteen-dollar 
cabinet phonograph. This man op- 
erates in a territory where the wired 
houses are rather far apart and so 
it was often inconvenient to leave his 
Ford (which he uses as an automo- 
bile) on one street and to canvass 
several houses from that point. He 
declares now that with this inex- 
pensive phonograph added to his line 
of electrical appliances, it is worth 
while to call on every house on the 
block. Moreover, he adds, each pur- 
chaser of a phonograph who lives in 
an unwired house, is a fine prospect 
for him when the house is wired, for 
he is already acquainted with the 
“madame.” 

Henry O. Loebell, head of the in- 
dustrial fuel department of the Cities 
Service Company, is the new chair- 
man of the industrial heating bureau 
of the National Electric Light Asso- 
ciation. E. L. Crosby of the Detroit 
Edison Company, is vice-chairman of 
the bureau. 
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Real Help for Dealers 


The General Electric Company was among the first 
to appreciate the manufacturer’s privilege of offering 
assistance to customers in their engineering and commer- 
cial problems, and has always been among the foremost 
in such service work. 


The Electrical Advertiser is simply another mani- 
festation of this established policy of the Company and 
many G-E dealers have come to know and appreciate the 
practical help offered to them through this medium. 


The Electrical Advertiser stands for real, whole- 
hearted assistance in selling G-E products. It is con- 
ducted by the Advertising Department of the General 
Electric Company which stands ready at all times to fur- 
nish advertising material and suggestions for local cam- 
paigns. It is backed by the hearty co-operation of the 
Company’s sales force. 


If you are a G-E dealer and have not become 
acquainted with G-E Electrical Advertiser service, you 
are missing something which other G-E dealers have 
found very valuable. 


Will you let us help you? 


General Electric Company 
Advertising Dept. @ Schenectady, N.Y. 
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Sales-building Co-operation 
for every Edison Agent 


O manufacturer in any line offers agents a more 
complete line of sales helps than those shown 
in the pages of the Edison Sales Builder. Take 

a trip with us through the pages of the monthly 
magazine, devoted entirely to the interests of our cen- 
tral station and agent friends. 
THE EDITORIALS 

Outline the principal activities of the coming 
month. 
THE CHAPTER ON LAMP DEVELOPMENT 

Keeps you fully posted regarding all new im- 
provements in the product. Price reductions, bulb 
changes, filament developments, new lamps and new 
fixtures are some of the many interesting news data 
given from month to month. 
UNDER LIGHTING PRACTICE 

Are included the latest methods in residential, 
home, industrial, commercial and street lighting. 
Flood lighting; sign, billboard and slogan lighting; 
trap shooting at night; tennis court and golf course 
lighting; house-wiring methods and many kindred 
subjects are included. 





His Only 
Rive al 


P Thus symbol on alt 
Eéison Mazda Garton? 


General Sales Office, Harrison, N. J 


Py EDISON LAMP 


OF GENERAL ELECTRIC 


THE MAGAZINE ADVERTISING SECTION 

Gives ample advance notice of forthcoming cam- 
paigns so that our agents can take full advantage of 
the same by laying their plans accordingly. 
IN THE CHAPTER ON CO-OPERATIVE PUBLICITY 

Are described the many varieties of sales helps 
furnished to Edison agents. Here are found timely 
window display suggestions and material together 
with a complete list of all the new booklets, bulletins, 
blotters, folders, posters, carcards, novelties, post 
cards, lantern slides, posterette stamps, display racks, 
cut-outs, pennants, billboard posters, wall charts, lamp 
shades, decalcomania and muslin signs, lectures, news- 
paper cuts, electrotyped advertisements and other pub- 
licity material. An idea of the extent of this publicity 
material can be gathered from the index to the same 
appearing in each issue. A typical list of “live” ma- 
terial includes 77 different pieces. This list does not 
include newspaper electros of which about 70 different 
cuts are offered in the course of a year. 
THIS'DEALER SERVICE 

In all its completeness, is available to central sta- 
tions and lamp agents holding Edison contracts. 
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Customers or Goods 


BLECTRIC SHOP Z4 ; 
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Which do you most prefer to have coming you 


a) 


Of course both are essential to a con- As a matter of fact, are not these factors 
tinuous business. absolutely interdependent ? 
All other things being equal “the mer- Can there be any doubt that when it 
chant who is the best salesman makes comes to the question of profits, selling is 
| the most money. at least equally as important, and requires 
| Western Electric service makes selling just as much energy, , initiative and 
easier for dealers handling Western creative ability as buying* 


Electric products. Western Electric Service is a selling 


It is a service that develops volume service—for the profit of our merchant 
of sales. customers—and ourselves. 


The dealer frequently regards the art of Line Up with Western Electric Service 
buying as the all important factor and the 


art of selling as secondary. IT PAYS 





VE TIME AND FREIGHT 


M-EMB ERO 






estern Electric Company 


INCORPORATED 
New York Atlanta Chicago Kansas City San Francisco 
Buffalo Richmond Milwaukee Omaha Oakland 
Newark Savannah Indianapolis Ohwahoma City Los Angeles 
Philadelphia . New Orleans Detroit Minneapolis Seattle 
Boston Houston Cleveland St Paul Portland 
Pittsburgh St Louis Birmingham Cincinnati Dallas Denver Salt Lake City 


EQUIPMENT FOR EVERY ELECTRICAL NEED etc ae 
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Your Customers’ Kitchens 





@ The “Standard” is the practical electric stove 
—cheap to operate. 

@ Its unique design and sound construction : 
make for economy in operation. 

@ 57 “Standards” in one apartment building 
last month did the entire cooking for 57 families 
at an average cost of less than $2.00 per family 
per month. 


@ Write for full data on this installation—it’s , 





particularly interesting to Eastern central 
stations. 


The Standard Electric Stove Co. 


TOLEDO, OHIO 
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THE LAUN-DRY-ETTE 


The Modern Washing Machine 


It WASHES and DRIES the clothes without handling, or with- 


out the use of a hand or power wringer. 





Phantom View 
Tub lowered—Ready to wash 


Complete Machine 
PATENTED 


An all Copper Washing Machine that combines in one tub the 
features of washing and drying the clothes WITHOUT RUB- 
BING OR WRINGING, and without the slightest injury or wear 
to the clothes. It washes and dries heavy comforts, or delicate 
laces. A full tub of clothes washed absolutely clean in ten minutes 
and dried—wringer dry—in ONE MINUTE. 


DISTRIBUTORS: 
The Hendrie & Bolthoff Mfg. & Supply Co. 


Denver, Colorado 


The F. Bissell Company 
Toledo, Ohio 


The St. Paul Electric Co. 
St. Paul, Minn. 


The Doubleday-Hill Elec. Co. 
Pittsburg, Pa., and Washington, D. C. 


THE HOME SPECIALTY MFG. CO. 


MANUFACTURERS 
CLEVELAND, OHIO 


Write for descriptive matter and discounts. 
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OLD GLORY 
ELECTRIFIED 


—the leader for 


a UNITED Movement 


—YOU can unite—and profit 


The Valentine electric flag is more than a They do. 
quick-selling specialty. They are correctly and artistically 
—it is a united movement designed. 
—a field of profit with united participation They are substantially constructed. 
of central station, dealer, contractor, sales- They are handsomely and durably fin- 
man ished in enamel. 
—the man who buys profits And they cost less than any other flag. 
—so does the community. There are other reasons too that you 
The fact that 90% of the electrified flags should write for—reasons and quantity 
installed are Valentine flags indicates that vrices that will interest you. 
they possess superior selling qualities. Participate—write. 


VALENTINE ELECTRIC SIGN CO. 


OF 
ATLANTIC CITY 
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Holder Socket, Dome Type 





Holder Socket, Bowl Type 











Concentric Dome, Diffusing Globe, 
Boulevard Type 





Globe Fitter Type 


Manufacturers of 
Electrical Apparatus with both 








Merchandising and Engineering Merit J 


is made with 


ABOLITES 


Industrial and Com- 
mercial ABolites are sci- 
entific, both in designs 
and results; mechanic- 
ally correct; combine 
most thorough ventila- 
on with best radiation: 
the result is longer lamp 
life. 

Easily installed and 
readily maintained in 
first-class condition. 

Available in bowl 
dome-diagonal, enam- 
eled holder socket, boule- 
vard and_ street front 
tvpes. 

The ABolite line is 
complete; it is one that 
gives real satisfaction 
both to contractor and 
user. 

Have you a copy of our 
new ABolite catalogue 
137-A? 

The AB Gyrofan, the 
evrating fan of estab- 
lished merit, is again 
proving this vear its 
leadership and broad ap- 
plication possibilities. 

Installations of this 
fan continue the entire 
vear. Have you our new 
Gvrofan catalogue 
139-A? 





Holdes 
Diagonal 


SO 


Economy and Maintained Satisfaction 
always result when the illumination 








The Adams-Bagnall Electric Co., Cleveland, Ohio 


Lighting; Industrial, Commercial and Street 








Transformers; Lighting, Power and Constant Current 
Gyrofans; Oscillating Fans; Auto Electrical Accessories 
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NOUGH people are using elec- 
tricity to support a $3,000,000,000 
business. 

Certainly, the industry has “ar- 
rived.” 

Three steps mark this tremendous devel- 
opment. Two have been taken. The third 
is being taken, now. 

The first stage of development was 
marked by scientific and engineering 
achievement, the second by fruitful inven- 
tion, business judgment and commercial ap- 
plication. The third is the cultivation of 
intensive selling methods—merchandizing 
—the profitable marketing of electric serv- 
ice and electric apparatus and appliances to 
the final user. 

These three developments in the industry 
have been reflected in Electrical World. 

Electrical World will continue to present 
weekly the news of all three sides of the 
industry. It will, of course, continue the 
detailed treatment of the engineering 
branches of the industry. And it will con- 
tinue to treat in detail the broad commer- 
cial problems which underlie the marketing 
of electric service, apparatus and devices. 

In brief, Electrical World will continue 
to be the weekly engineering, commercial 
and news paper, reaching the consulting and 
operating engineers in all branches, the 
executives and heads of all departments in 
central stations, the jobbers, contractors 
and all other men who are interested—as 
progressive electrical men must be—in the 
news and progress in all branches of the in- 
dustry. 

But the time has come to put the inten- 
sive selling of electrical things in a journal 
all its own. 

The time has come to provide a forum for 
the interchange of ideas in the electrical 
trade. The time has come to get right 
down to the brass tacks of the selling end 
of the business and to provide a guide for 
the men in the industry who come in direct 
contact with the actual consumers of elec- 
trical goods in the home, office and factory. 

Therefore, ELECTRICAL MERCHANDISING, 
the Monthly Magazine of the Electrical 
Trade. 

ELECTRICAL MERCHANDISING will supple- 
ment Electrical World service to the field. 


The time has come to put > 
Electrical Journ 


The men in the industry will pick one or 
both journals according to their needs and 
desires. 

The two papers will make possible 
specialized treatment for the special needs 
of readers. 

The readers of Electrical World interested 
in the establishment of policies and the 
management of their respective businesses 
will find in Electrical World additional 
articles and extended departments. 

These articles and departments will have 
to do with the policy-making side of sales 
and management. In the department 
“Commercial and Business Policy,” articles 
will pe presented taking up such questions 
as rate-making, with reference to selling 
electrical energy and appliances, the inter- 
relation of manufacturers, jobbers and cen- 
tral stations, the exploitation of new de- 
vices and appliances in the lighting, heat- 
ing and industrial fields. 

In the devartment “Review of Commerce 
and Trade” the news of the trade of in- 
terest to executives will continue to be pre- 
sented in Electrical World, articles which 
by their character must essentially be 
treated in the weekly paper in order to get 
the news to the men. 

ELECTRICAL MERCHANDISING will special- 
ize in problems of business management 
and selling in the central station, jobbing, 
contracting and retail electrical fields. 

It will present detailed methods of sell- 
ing, methods and plans of developing busi- 
ness in local communities, co-operation be- 
tween the different branches of the trade 
locally, intimate questions of trade mat- 
ters, price discounts, and so on. 

It will be a clearing house for ideas in 
building and extending the electrical trade. 


The Opportunity for 


Manufacturers Who Sell 

Through the Trade 
SPECIALIZED editorial service re- 

As in a journal to which readers 
look for specific help and inspiration. 


The development of ELECTRICAL MERCHAN- 
DISING opens up to the manufacturer who 
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sells through the trade a special oppor- 
tunity to tell the story of his goods. 

Electrical World will continue to serve 
the commercial and business executives of 
the central stations, the manufacturers, the 
jobbers and the big contractors and dealers 
who are making policies. 

ELECTRICAL MERCHANDISING will deal 
with the intimate problems of selling for 
the contractor and dealer and the cen- 
tral-station salesmen, the appliances manu- 
facturers’ and the jobbers’ sales organiza- 
tions and will enable the manufacturer to 
get before the active men in the trade the 
advantages of his particular product. 

Depending on his sales conditions the 
manufacturer who sells to the trade will 
use both Electrical World and ELECTRICAL 
MERCHANDISING in the marketing of his 
goods, appealing with his copy in Electrical 
World in general to the men who are re- 
sponsible for policies in their organization 
—men whose word of favor is worth much 
—and in ELECTRICAL MERCHANDISING to 
the trade who are buying and selling goods 
for the final consumer. 


The Opportunity for the Man 
on the Firing Line 


HIS, the first issue of ELECTRICAL 
MERCHANDISING, is, we believe, con- 

| vincing evidence that the paper will 
meet the needs of jobbers, contractors, deal- 


"; 
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ers, manufacturers, central stations and the 
salesmen of all of these. 

Any man in the trade end of the business 
will find in a year of such helpful, useful 
and practical issues enough of interest and 
instruction to considerably more than pay 
for the cost of the paper, $2 per year. 

We believe that this issue itself is a 
better advertisement than any we could 
possibly write as a sales-argument for sub- 
scriptions. We ask that you give it your 
careful attention and, on our part, we will 
make this 


Special Half-Price 
Offer 


E will take your order now and 
send you the paper. If, at the ex- 
piration of three months you’re not 


satisfied with ELECTRICAL MERCHANDISING 
say so and we'll cancel the subscription and 
refund the money. If, on the other hand, 
you’re satisfied with ELECTRICAL MERCHAN- 
DISING, it’s yours for the entire year at 
half price—$1.00. 

Here is a human, helpful, “how” paper 
for men in the electrical trade. A guaran- 
teed paper to the man who subscribes now. 


Note the Coupon. 
Fill it in, mail it today. 
It will pay you over and over again. 


ELECTRICAL MERCHANDISING, 239 West Thirty-ninth Street, New York. 


List me as a subscriber to ELECTRICAL MERCHANDISING. I will subscribe 
for one year, beginning with the August, 1916, number, with the proviso 
that if, after receiving three issues, I am not satisfied, I will so notify you 


and you will cancel my subscription at once and refund the $..... inclosed 
herewith. 

ht it SR eee Cree ¢ Pee rr ree LT errr ET ee tet Crece Cee 
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MN aa ae a aio zd i Fase Oia ee Mae a bE I? Gd le Satan ala ala aera cee 


Company 


Nature of Business of Company 
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Special Yearly Subscription Rates Now: Domestic, $1.00; Canadian, $1.50; Foreign, $2.00 
Regular Yearly Subscription Rates are: Domestic, $2.09; Canadian, $2.50; Foreign, $3.00 
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Every Machine 
Shop Needs from 
1 to 12——or More | 


You can sell em. An hour’s study of their merits 
will convince you of their place in machine shop work. 
Any machinist or manufacturer will appreciate the 
money, time and labor-saving qualities at once. It’s 
up to you to reap the profit. 

These “hand-full” electric grinders weigh only 17 
pounds each. All a workman has to do is carry it to 
the work, attach plug in ordinary light socket and 
start the motor. Eliminates all the labor of moving 
heavy work to a grinding machine. 

The 1/6-H.P. motor is mounted on S.K.F. ball bear- 
ings. So is the high-speed internal spindle. All end 


PORTABLE ELECTRIC and side play is eliminated—all parts are dynamically 
, balanced. Spindle speeds, 10,000 and 30,000 R.P.M. 
GRI NDE RS Order one of these grinders and show it to a reliable 
machinist or tool maker. He'll soon convince you 
of its sales possibilities. Then go out and clean up 
the business in your town. 3 
Write for full information on the DUMORE line 
of electrical specialties; fractional-horse-power univer- 
sal motors, sensitive drills, portable grinders, cloth 
cutters, sewing machine motors, etc. 








WISCONSIN ELECTRIC CO. 


2000 Dumore Bldg. 
RACINE, WISCONSIN 
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FEDERAL 


It is one thing to promise ser- 
vice and something entirely 
different to deliver it. 


The primary advantage of 
dealing with the Federal 
Sign System (Electric) is 
that we have factories in 
Chicago, New York, San 
Francisco and Toronto and 
branches in 24 principal 
cities in the United States. 


There is no sign require- 
ment either large or small 
that we cannot satisfy. 


Write us today. Ask for 
bulletin No. 10. 


FEDERAL SIGN 
SYSTEM (Electric) 


Lake & Desplaines Sts. 
CHICAGO 


1790 Broadway 618 Mission 
NEW YORK SAN FRANCISCO 


240 King St., E. 
TORONTO, CANADA 


Four Factories 
Branches in all the large cities 
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Obtaining Small 
Consumers on a 
Profitable Basis 


HY overlook the 

small dwelling— 
the small store? Why 
not obtain their bus- 
iness ? 


Co-operation with Cen- 
tral Stations for obtain- 
ing large numbers of 
small consumers ON A 
PROFITABLE BASIS 


is our specialty. 


We have co-operated 
with large and small 
Central Stations, North, 
South, East and West. 


Our files contain data 
that every new business 
manager should have. 


Write for it. 


Pittsburgh Electric 
Specialties Co. 


Pittsburgh, Pa. 
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Distributors of Buckeye Mazda 
q Lamps receive the strongest form 
of sales and advertising co-oper- 
ation. Anything from a complete house- 
wiring campaign to an envelope stuffer 
is yours for the asking—window display 
material, theatre lantern slides, mailing 
cards, folders, booklets, newspaper cuts, 
copy for circular letters, etc. But in 
addition to this effective, result-bringing 
advertising Buckeye agents have _ be- 
hind them the practical and personal co- 
operation of the finest lamp-selling or- 
ganization in America. 


Che Buckeye Electric Division 
National Lamp Works of General Electric Co. 
Cleveland, Ohio 


Chicago Pittsburg 
54 West Lake St. Fulton Bldg. 





Member Society for Electrical Development— 
“Do it Electrically”’ 
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BuILT sy EXPERTS 


Kwiklite 


THE QUALITY FLASHLIGHT 





If you have never sold 
Kwiklites you have some- 
thing to learn about the 
profit and permanent 
satisfaction of doing 
flashlight business. 





The Usona Manihactuilnn Co. 


1 HUDSON ST. 
TOLEDO NEW YORK CITY SAN FRANCISCO 
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A Factory Modernly Lighted with National Mazda Lamps 


Help Stop This Waste 


No manufacturer would have his men “ring in” on a broken time clock. 

Of course not! 

Yet after they’ve rung in he frequently lets them waste an average of 
200 hours a year of his time—time that the clock says they've worked— 
time for which he pays. 

Poor lighting is responsible. 

Poor light costs him in lost time about five minutes out of every working 
hour—z2o0o hours per man per working year in round numbers. Seventy 
to eighty per cent of this waste time occurs after dark. Half of it can 
be prevented with a well-planned system employing 


National Mazda Lamps 


“The Way to Better Light” 


Now’s the time to impress this fact on the manufacturer—to show him 
how he can prevent this waste, how to get a full day’s work out of every 
operative, and also how to reduce spoilage and “seconds.” Now’s the 
time to take advantage of the annual “cleaning up” time when many 
plants shut down for repairs. 

Our Lighting Engineers will be glad to co-operate with a view to laying 
out installations that will assure your customers of first-class lighting 
service. Address the Lamp Division that furnishes you National 


MAZDA lamps. 


(} Nanonat Lamp Worss (7) 


OF GENERAL ELECTRIC CO. 
NELA PARK, CLEVELAND 


Member Society for Electrical Development—‘Do It Electrically” 
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QUICK ACTION CEILING RING 


which saves so much time and labor 


It works— 


Attach wires to the | 
socket inside the | 
ring. Loosen screws " 
holding the bar to 

the ring. (Don't | 


remove them.) Give the ring one thrust up- | 


ward, with thumbs on screws, and the spring 
clips engage the threads on the stud. Tighten 
screws to bring ring snug up to the ceiling. 
The work of a minute and the ring is up. 


dropping and losing screws, no crooked fixtures. 


Sample 
Offer— 


_ This offer is to 
mi dealers only. 
Send us 75 
cents and we 
will ship you one 
sample 6 inch ning, 


for 2’A inch glass, 


with socket, by 


Think of the saving in time. No worry trying | parcel post prepaid 


to get the screws into the holes of the bar, no | 


~ Retail Price $1.50 


Beardslee Chandelier Manufacturing Co. 


221 S. Jefferson Street, CHICAGO 
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There are 7,000 hospitals and kindred institutions in the United States. 
They are adding new buildings in this field at the rate of 700 a year. 
Consider the enormous lamp requirements of these 7,000 hospitals! 


Probably there is no other type of building which has such a pressing 
‘Every ward should have lights over 
There should bean outlet wher- 
Corridors should be ade- 


need for good light and plenty of it. 
each bed as well as general illumination. 
ever a doctor or nurse is likely to need one. 
quately lighted for safety and sanitation. Every closet needs a light con- 
trolled by an automatic door switch. Diet kitchens, nurses’ 
and laboratories need the best kind of light. 
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HOSPITAL LIGHTING 


scientific lighting is a matter of life itself. 


And yet it is safe to say that but 10% 
are properly lighted. 


There is an immense volume of profitable business for you in the hos- 
We can help you develop the lamp business with our adver- 
tising and selling organizations. 


pital field. 


Westinghouse Lamp Company 


Atlanta 
Baltimore 
Boston 
Buffalo 





Write for information. 


Guaranteed by the Name 


Chicago *Dallas Los Angeles Philadelphia 

Cincinnatl Denver Milwaukee Pittsburgh 

Cleveland Detroit New Orleans Portland 
Kansas City New York St. Louis 


*Westinghouse Lamp Corporation 
Export Sales Dept. 165 Broadway, N. Y. C. 


For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont. 


Member Society for Electrical Development 





rest rooms 
In the operating room 


of the hospitals in the country 
We have the facts to substantiate this statement. 


Salt Lake City 





‘Do It Electrically” 









18 ELECTRICAL MERCHANDISING Vol. 16. No.1 


° 
. 
s 





« 


This Hand Wins 


There’s more to Westinghouse appliances 
than the copper and brass and iron of which 
they are made. 

1. There’s the thorough pleasure they give your cus- 
tomers, making them use electric service more freely 
and want more appliances of the same make. 

2. There's the biggest and best national advertising campaign 
ever conducted by an appliance manufacturer, making your sell- 
ing expense less and your turnover more. 

3. There’s the broad gauge sales co-operation of one of the 
biggest manufacturers to help you in your sales problems, plan 
your local advertising and boost your sales. 

Our aim is not only to sell you appliances, but through you to 
sell them to your customers—to your profit. 




























WESTINGHOUSE 
ELECTRIC 





Westinghouse Electric & Manufacturing Co. 


East Pittsburgh, Pa. 






Sales Offices in All Large American Cities 


. 


Westinghouse 
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» Universa 
Electric 
Range 


The above Range 
meets the needs of those 
who live in kitchenette 
apartments, the small 
bungalow or summer 
camp—in fact, wherever 
the housewife is doing 
her own work in a fam 
ily of two or three and 
wishes to lessen the 
drudgery of the kitchen. 

Can be operated from 
Dimensions: Length, 214% inches, width, 13% inches, height, 15 inches. An Oven, 104%x4% any lamp socket. 


inches inside, together with 3 Grill Cooking Pans, nickel plated, %, 1% and 2 in. in depth, 


complete the equipment “Full” heat (600 watts) can be obtained fro one it y ¢ ‘ "LESS ) tl rae 

: . « « . € € e om ne unl nly at SS Us 3d, 

one time or ‘*‘Medium” oO ly A lame le 5 [ é .) 
( Mdorless 


Plug. (300 watts) when both are in use, 6 ft. Heater Cord and Hubbell 
LANDERS, FRARY & CLARK, New Britain, Conn. 
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Advertising is read nowadays. 


We make that trite observation at the 
beginning of this series of more or less gen- 
tle remarks on the subject because we hope 
to show that if it pays to read advertising it 
may at least be interesting to read about 
advertising. 


And this page is to be about advertising— 
just that. 


Time was that when a man mentioned ad- 
vertising, he first put on gum-shoes, took his 
victim up a dark alley and whispered the 
word in his ear. 


Then the victim would disinfect the ear. 


There’s no denying that advertising got a 
bad start. Like electricity it has always ex- 
isted but only until within recent generations 
has it been organized and developed. The 
medicine men were the first to really realize 
how great a force it was and they foisted 
their nostrums on a waiting and willing pub- 
lic to the tune of millions of bottles and 
billions of pills. 


A force is good or bad depending on how it 
is directed, and that in turn depends on who 
does the directing. Religion, fundamentally 
sound and clean, has been used for more chi- 
canery than any other single thing in the 
world. Advertising fell victim to the faker. 


But the faker, in turn, has fallen victim 
to advertising. It has turned and bit the 
hand that beat it. 


All that is tawdry and unreal and super- 
ficial and untruthful in advertising is being 
shoved on the shelf by the men who are re- 
sponsible for the great majority of the ad- 
vertisements now appearing. 


It’s a far cry from the days when nearly 
every advertiser worked by himself and tried 
to out-lie his neighbor, to this year of the 
Associated Advertising Clubs of the World 
—hbodies of men banded together to promote 
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honesty and efficiency in advertising and on 
whose emblem is cut the single word— 
Truth. 


The higher class general publications re- 
fuse fake advertising of any kind. Trade 
and technical publications represented, for in- 
stance, by Electrical Merchandising and Elec- 
trical World, seldom have any but square 
deal advertising offered to them. When any- 
thing that smacks of fakery comes into the 
office, the business is refused. 


We do not intend to permit our readers 
to be misled if we can help it—and we gen- 
erally can. 


Good advertising is news. As such it “be- 
longs” in this progressive day and age. 
Imagine the world deprived of its good 
newspapers. Chaos would follow. Peoples 
would lose sight and sound of each other. 
Communities would be as wide apart as the 
poles. 


Advertising informs. It tells us what is 
going on in the commercial world. It tells 
the progress of industries. It tells people 
where to get those things they need to have 
for their comfort and convenience. 


Most progress in the electrical industry is 
finally crystallized into some device, machine 
or material. Advertising is the messenger 
that tells us about them. 


A man in the electrical business can no 
more afford to close his eyes to the advertis- 
ing in his paper than he can afford to build 
his shack on a desert island and take in his 
own washing as a means of livelihood. 


The man who reads and studies the adver- 
tising in Electrical Merchandising is keeping 
in touch with the progress of the commercial 
side of the electrical industry. 


The man who is thoroughly informed as to 
the devices, machines and equipment shown 
here has a long head start on his brother 
with the leaden heels. 
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started selling Hoovers in 1915 
sold $42,000 worth before 1916 


It ought to open the eyes of some of the central sta- 
tions who, maybe, have not sold $10,000 worth of 
vacuum cleaners all the time they have been in business, 
when they know that three dealers who started with 
The Hoover during 1915, sold over $42,000 worth 
before the end of the year. 





" SUCTION SWEEPER 


has convinced some of the largest and keenest central stations in the 
country that it is the only cleaner on which a big volume of business 


can be built. In the words of one dealer the reason is: 


“It’s the only suction sweeper worthy of the name, 
and impossible to overestimate its value as 
a housecleaning article” 


The Hoover, with its patented electric-driven brush, is the only vacuum 
cleaner that enables the suction to do its most effective work. It sweeps 
up the lint, hair and threads—also loosens and brings to the surface the 
heavy, imbedded dirt so that the powerful suction 1s able to take it up 

and dispose of it in a-dustless manner. 


Send the coupon 


It takes only a small investment to start with The Hoover. We'll be glad to 
\\ put our proposition before you, if you’ ll just let us know you are interested. o 
Use the coupon. Please understand that you won’t obligate yourself .. 


in any way by doing this. os 
The Hoover Suction @ 3" 
Sweeper Co. * 


97 East Maple Avenue o ; Firm Name 


o. 


NEW BERLIN, OHIO y 
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The Hoover 4 


Suction 
Sweeper Co. 
97 E. Maple Ave 


° ve. 
New Berlin, Ohio - 
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THE 


“AMERICAN BEAUTY” 
ELECTRIC IRON 


When your customer demands something more 
than a plain electric iron; when she wants an 
iron that is guaranteed for all time, finished to 
the highest degree possible, balanced to a frac 
tion of an ounce; in fact when she demands a 
“SUPER TRON” sell her an 

“AMERICAN BEAUTY” 


The Best Iron Made. 


Catalog and discounts upon request. 


American Electrical Heater Company 
Detroit, U.S. A. 
Oldest and Largest Makers in the World 





VELURIA 
BOWLS 


- Rozelle 


Colored Decorations 

















1269 Rozelle 228 





Something Entirely 
New 


It will be to the advantage of electrical dealers to 
hecome acquainted with these bowls, for people are 
especially interested in colors just now, and Rozelle 
will harmonize beautifully with the new decorations 
of the home. Better put a few samples on your 
shelves to invite the orders that are waiting. 


IVANHOE-REGENT WORKS 


of General Electric Co. 
CLEVELAND, OHIO 


For all Canadian business refer to Canadian General 
Electric Co., Limited, Toronto, Ont. 
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FOR UGTA, 
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SIGNS OF THE TIMES 


(From article in Electrical World) 


Pe 





oe ; “This sign, which is installed on 
: the roof of a five-story down-town 
building, is 70 ft. high and 50 ft. 
wide and carries approximately 3500 tungsten lamps of 10- 
watt and 24-watt sizes. 

Both sides of the sign are flashed simultaneously by 
Betts & Betts flashers, and the sign feeder circuit is con- 
trolled by a Camp- 
bell time switch 
operating a General 






Electric contactor.’ 
LY WN MASS. 
Wrile for literature 
of interest to Dealers 
Contractors md Cen 


tral Stations to 


CAMPBELL ELECTRIC CO., LYNN, MASS. 


N,. Y., 114 Liberty St. ST. LOUIS, 1412 Syndicate Trust Bldg. 








Work out your patents 
in a private laboratory 


Private laboratories, but 

with the facilities of the 

whole E. T. L. organization 
at your disposal for long 

or short periods. 

Write us for details. 












Electrical Testing Laboratories 
80th St. and East End Ave. 
New York City 











STERLING cenerator 


The first efficient, durable, popular 
priced Violet Ray outfit. Weighs 
but 20 ounces; vibration, 300,000 per 
second, Combines benefits of High 
Frequency Electricity, Vibration, Ex- 
ercise, Stimulation, Oxidation and 
Radiant Light. Builds blood and 
brings beauty. Reaches every spot 
with relief. Saves suffering, sickness 
and money. Reliable. ~ Quick in ae 
tion, sure in effect, easy to operate, 
Used in Military and other hospitals. 
Endorsed by the World’s best author 

‘ ities. A scientific and therapeutic 
Complete with leather pheno: . Exclusive Dis- 
ette Case and Applicators $15 az Advance Notice tributors wanted 
in all open territory for the only complete line of new, original, non 
competitive electrical specialties. Splendid proposition 

WRITE FOR LITERATURE AND TERMS 


The Sterling Corporation, 1282 West Third St. 
CLEVELAND, OHIO, U. S. A. 


“Branches Every where” 
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DEAD IN THE MIDST 
OF MANY! 


Or the Terrible Tale 


of a Non-Cenobite 


It was a crowd of electrical men Hustling 
to keep a grip on the chariot of Progress. They 
all had one hand on the chariot and both 
Eyes on a Bunch of Kale located quite a piece 
down yonder. 

All, save One. 

This one had a crick in the neck that kept 
his head bent Backwards. All he could see 
was the Blue Dome. He never knew anything 
about his Immediate Surroundings. So he 
thought the Electrical Business was all his’n. 

In two Minutes he stepped into an open 
sewer Hole. Somebody Kicked the cover over it 

After that there was such a crowd of 
Hustlers going in that Direction that he could 
never pry the lid loose. 

So he said the electrical business was Rotten 
and started peddling soap to some other prom- 
inent citizens of the sewer. 


Moral: Profit by the other man’s experience—it 
has cost him a lot of money. 

Postscript Moral: The selected experiences of the 
men who have solved electrical merchandising prob 


Regular price, $2 per year For a limited time, $1. 
Send your order now to ELECTRICAL MERCHAN 
DISING, 239 West Thirty-ninth Street, New York 





lems appear monthly in ELECTRICAL MERCHANDISING, 








The 1/10 to 1/4 horse-power sizes of 


pets PHASE MOTORS 


are now ularly 
supplied rs many 
manutacturers 
of small motor driven 
apparatus because 
their characteristics 
are highly satisfactory 
to all interested in the 
installation, 
HIGH STARTING TORQUE 

greater than 3 times full load torque 
LOW STARTING CURRENT 

less than 3 times full load current 
QUIET OPERATION 

the brushes touch the commutator only whil 

starting 

THEY KEEP A-RUNNING 





Other sizes up to 30 horse-power, all repulsion 
induction type. 


Literature on request 


CENTURY ELECTRIC COMPANY 


19th, PINE toOLIVE STS., ST. LOUIS, MO., U.S.A. 


Sales Offices in Principal Cities 
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One of the most con- 
spicuously successful electrical 
manufacturing concerns in 
the world is the Westing- 
house Electric & Manufactur- 
ing Company. 


Did it ever occur to you that 
a full measure of its success 
must be attributed to its De- 
partment of Publicity? To 
make a fine machine or device 
and to hide the light of it is 
a commercial crime. The 
Westinghouse Company evi- 
dently does not believe that 
there is much good in un- 
known good. 


Therefore, they advertise. 
Sut, more than this, they ad- 
vertise scientifically. Hit-or- 
miss methods of space buying 
have no place in the advertis- 
ing department. They only 
buy when they know, as nearly 
as is humanly possible, that 
there is a need in the industry 
for the publication and that 
the publication will fully fill 
the need. 


Electrical Merchandising 
prominently and somewhat 
proudly displays this letter. It 
is the endorsement of an 
expert. 


Vo crib a well-known slogan: “‘Eventually, why 


not now?’ 


Your products may be profitably ad- 
vertised beginning with the August issue. 


McGraw Publishing Company, Inc. 


239 West 39th Street, New York 


Publishers of Electrical World 

















































ELECTRICAL 


July, 1916 








MERCHANDISING 25 














A “HOW” Book 


Electrical Contractor 


By Louis W. Moxey, Jr., Vice-President, Keller-Pike Co., Philadelphia 
6x9, cloth, illustrated, $1.50 (6/3) net postpaid 








or 
Jansky—Electrical Meters 
By C. M. Jansky, Assoc. Prof. of Electrical Engineering, Uni- 
versity of Wisconsin 
370 pages, 6 x 9, 273 illustrations, $2.50 (10/6), net, postpaid 
The principles of electrical meters, types of instruments 
in general use, and testing, covered in a thorough, prac- 
tical manner. 


. . . 

Wiring Diagrams 
Of Electrical Apparatus and Installations 

252 payes, 6 x 9, 439 illustrations, $2.00 (8/4), net, postpaid. 

A collection of 439 circuit diagrams taken from actual 
practice. They cover both simple and complex connec- 
tions for every class of electrical work except telegraphy 
and telephony, 


Handbook of Electrical 
Methods 


Compiled from the Electrical World 
285 pages, 6 x 9, fully illustrated, $3.00 (12/6), postpatd 
Modern ways of solving every-day problems—as pra¢ 
tical men have solved them 











McGRAW-HILL BOOK CO.INC. 


239 WEST 3QTH STREET. NEW YORK 


LONDON: HILL PUBLISHING CO.,LTD. 
6&8 BOUVERIE ST., E.C. 
Publishers of books for Electrical Merchandising 














The electrical contractor of to-day must 
handle his business on modern business 
lines. 

The successful contractor is no longer a 
clever mechanic. 

Louis W. Moxey, IJr., has written thi 
little book to help the contractor to better 
business methods and better profits. 

It embodies the experience and data of 
20 busy years in this field. 

It covers both the technical and commet 
cial ends—better work and larger profits. 


Glance at the Chapter Headings 


[. Profit and Overhead Expense. 
Il. Bookkeeping. 
III. Cost keeping 
IV. Estimating 
V. Calculating Wire Sizes for D. C. Current 
VI. Calculating Wire Sizes for A. C. Currents 
VIL. Mlumination Calculations 
VIII. General Data. s 


Sent on Approval ! 
No Money Down “ 


You take no risk in buying M 
Graw-Hill Books. 










MeGraw- 
Hill Book 
Co., Ine., 
239 W. 3eth 
St., New York, 

N. Y. 

You may send e on 
10 days’ approval 

Moxey Electrical 
Contractor, $1.50. 


They are sent on app 
and you incur no obliga 
tion to keep them unless 


you are entirely sat 
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This is the Guide for the Buyer 
in the Market for Electrical Merchandise 


Those concerns which advertise in Electrical Merchandising put their products in 
the Spot-light of Publicity and live up to the claims they make. They are listed below. 














Batteries, Dry. ; _ Flashers, Sign. ; | Motors, A. C. ’ Stage Lighting Apparatus. 
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*) ' . , wa 7 uppli | ‘ 
Western Electric Co interstate Electric Novelty Co.| Western Electric Co. s r, Sap pode rage 

Books, Electrical and Technical. Usona Mfg. Co Westinghouse El. & Mfg. Co. Western Electric Co 
MeGri ill Book Co ru B ctr : 
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Save This Issue Because— 


It is the intention of the publishers of Electrical Merchandising shortly 
to present a new form of index of unusual value to readers. To get 
full benefit from it, it will he necessary for you to save each issue. 
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Cable Racks 


are used by the largest telephone companies 
and central stations in the United States. Here’s 
a partial list of the users: 


Western Electric Company 
Southern Bell Tel. & Tel. Cos. 
Cumberland Bell Tel. & Tel. Cos. 
Board of Bond Trustees, Jacksonville, Fla. 
Hartford Elec. Lt. Co., Conn. 

City of Austin, Tex. 

Detroit United Railways, Mich. 
City of Cleveland, Ohio. 

General Electric Co. 

Kansas City Home Tel. Co., Mo. 
La Crosse Tel. Co., Wis. 
Louisville Home Tel. Co., Ky. 
Omaha El. Lt. & Pwr. Co., Neb. 
Public Service Elec. Co. 

Syracuse Ltg. Co., N. Y. 


Send for Catalogue—lIt tells more about them 


T. J. Cope 


3244 No. 15th Street Philadelphia, Pa. 
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“ROLLER-BEARINGS” 


are being used in more and more differ- 


ent ways every day. It may be that this 


is the reason so many want 


DURADUCT 


(Reg. U. S. Patent Office ) 


The conduit with the 


“roller-bearing” wireway. 


All good jobbers sell Duraduct. 
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n start right now your © 


campaign to put EDISON 
MAZDAS in every socket 





The September issue of the Edison Sales 
Builder contains a full list of the many sales 
helps we offer you for your local campaign on 
the same subject. 


Read your copy carefully; order the sales 
helps you need, then all together for a lamp 
selling campaign to surpass even the results 
of last year’s Edison Day Campaign. 

6428 
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Tungsten Lamp Patent Situation 


ANNOUNCEMENT 


The Just and Hanaman patent No. 
1,018,502, issued on February 27th, 
1912, tothe General Electric Company, 
has been sustained by the Federal Dis- 
trict Court for the Southern District 
of New York, and by the Circuit Court 
of Appeals for the Second Circuit, as 
broadly covering the Tungsten Fila- 
ment Incandescent Lamp. 


The General Electric Company de- 
sires to notify all persons not now 
licensed under such patent, who are 
making, using, or selling Tungsten 
Filament Incandescent Lamps, that 
such patent will be strictly enforced 
against them. 


General Electric Company 
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Washing Machines of 








character backed by a com- 
plete Selling Campaign— 
Window Displays— 
Lantern Slides— 

1000 ft. Motion Picture— 
Ready-to-run Newspaper 
A dvertisements— 


all designed to gain 





your customers’ attention. 


xk * 





SELL 








Washing Machines 


The line is complete—a size 








to suit every requirement. 


We have a Sales Campaign ready for you. 


i 
| 
| Western Electric 
! 
| Ask our nearest house for folder P-818 . 
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A HOT WEATHER ARGUMENT 





FOR THE 


“STANDARD” 


q On the STANDARD STOVE, more than 
half the “heavy” cooking is done within the 
water-sealed, heat-proof Compartment Cooker. 


q Boiling, steaming, stewing are accomplished 
almost automatically, and without raising the 
kitchen temperature a fractional degree. 


q This is your best hot-weather argument in 
favor of electric cooking. 


q But it is by no means your only argument 
when you sell the STANDARD. 


q The STANDARD Compartment Cooker 
feature reduces and simplifies the labor of 
cooking. 


q The STANDARD Compartment Cooker 
economizes current and makes electric cooking 
practical even though your rates may not be 
especially favorable to this class of business. 


gq The STANDARD Compartment Cooker 
tends to reduce the maximum demand of the 
stove and to lengthen the hours of use, which 
makes STANDARD-ized electric cooking 
more desirable load for you. 


q May we send you data to prove these state- 
ments ?—also prices and discounts which make 
the STANDARD STOVE an attractive sales 
proposition for live dealers? Write! 


The Standard Electric Stove Co. 


TOLEDO, OHIO 
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There is only one thing that 
will absolutely prevent a non- 
metallic conduit from breaking 
down and blistering. That one 
thing is a single wall construc- 
tion — one that is not made up 
of layers. 


And when it so happens that 
the single wall feature makes 
a “roller bearing” wireway pos- 
sible, you are doubly fortunate. 


The only conduit with these 
two features is 


DURADUC 


(Reg. U. S. Patent Office) 


TUBULAR WOVEN FABRIC CO., Pawtucket, R. I. 
A. Hall Berry, General Sales Agent 
97 Warren Street, New York 9 South Clinton Street, Chicago 


Distributors for Canada: Northern Electric Company, Limited 
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One of the funniest things about sdlling 
washing machines is the idea many 
women have that the machine damages i 

the clothes. : 


To fully appreciate how funny these people are 
just watch a woman washing dlothes pn a washboard. 
It won’t take long to see that she doesn’ 't WASH the dirt: | 
out—she RUBS it out, and the treatment she gives the 
clothes is far more severe than they would CPppive in! | 
the crudest of washing machines, Yaa ig 

Of course, the strongest’ point about ‘the oy is 
the saving in labor, but the Saving in wéar-and-tear 
is a pretty close second. |The fact that there' is abso- 
lutely no rubbing in the cylinder will appeal to every 
woman when you explain how the constant forcing of 
the hot suds through each article is what does the work. 


- 


ie 
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The Only Complete Line 
of Electric Washers, 
Vacuum Cleaners and 
Ironing Machines 


A Size for Every Family 
A Style for Every Purse 
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For years the Dee Lace Cleaning Com- | 
pany of Cincinnati has been’ washing all 
its laces in Te Machines. ' 


These people specialize in dleanirig fine laces and 
they have been using Box rnin iti. for this purpose 
for years. “Isn't, this pretty ood! proof that even the. 
most delicate article may be put into the By with 
perfect safety? | 

f The next time you havea skeptical customer who 
thinks it would not be safe to put her family 
: washitlg into an electric machine, tell her 
' about the work the Z is doing for the 
Dee Company and ask her if she can figure 
out how they could hold their business if 
the machines were injuring the laces even 
in the slightest degree. , 


HURLEY 
MACHINE COMPANY 


35 So. Clinton St., Chicago 
147 W. 42d St., New York 


ane, 


Write for new Catalog C 
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A Proposition of Profit 


The lighting of manufacturing plants in your locality can be greatly improved 
with profit both to you and their owners. The number of industrial concerns 
wasting a lot of money in lost time, spoilage and accidents due to poor lighting 
are surprisingly many. Right now is the most convenient time for them to 
put their equipment into ship shape condition. That is why it will pay you to 
begin your industrial lighting campaign immediately. 


National Mazda Lamps 


Our engineers are ready to work with you in solving lighting problems. 
They can show exactly how to improve lighting so as to increase production, 
minimize accidents, decrease spoilage and eliminate waste time. The assistance 
of these capable, experienced experts is yours without any obligation whatever 
on your part—an offer we make as representing but one phase of National 
Quality Service. To take advantage of it, address the Lamp Division furnishing 
you lamps. 


HATIONAL LAMP WORKS 4) 

® OF GENERAL ELECTRIC CO. G6) 
NELA PARK, CLEVELAND 

Member Society for Electrical Development—“Do It Electrically” 
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One and Three 
are on the Lines— 


How About 
‘Two 


and Four? 


Why not get a larger 
percentage of the 
small dwellings on 
your lines on a profit- 
able basis? 


Our co-operation has 
done this very thing 
for many central sta- 
tions. 


And it is still doing it. 


Send for the data 
and study it. 





Pittsburgh Electric 
Specialties Co. 


Pittsburgh, Pa. 
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“Ye Winsome Wench” 


From ye olde Gallerie of Ben Franklin, 1758. 


Those Lamp Accounts that 
you ve been flirting with—those 
customers you have not yet con- 
verted to the true light—You 
can win them with 


THE FRANKLIN 
MAZDA 


For the Franklin Mazda Lamp 


makes friends and keeps them 
happy. Franklin Service ends 
your lamp troubles and Franklin 
Advertising lends a helping hand 


in a new way. 


Sell Franklin Mazda Lamps 


this year and see renewal business 
pile up like a salary. 


The Franklin Electric Mfg. Co. 


Hartford, Conn. 





Remember—The Name 
of Franklin Helps You 
Sell. 
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A FEW RAYS from the 
RUBES PORTABLE 


1—ADJUSTABLE: 


The Lamp Body and Shade 
are both separately adjust- 
able to any angle and hold 


firm in any position. 
2—CLAMPING DEVICE: 
Rubber Covered 
Clamp. 
3—HANGING DEVICE: 


Spring 


Provision has been made to 
permit hanging to hook on 


wall. 
4—_CORD: 


8 feet of cord automatically 
winds within the base when 


not in use. 
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CONTACT: 

Phosphor-Bronze spring con- 
tacts assure an uninterrupted 
flow of current. 


6—SOCKET: 
Cutler-Hammer push - button 
socket. 

7—SHADE: 
Is supported from socket (not 


on the bulb) and may be 
tilted to any angle. 


Write for particulars regarding 
our Guaranteed Sales Offer. 


No. 





Holder Socket, Bowl Type 





Porcelain Enameled Reflectors of Merit 





de ine, 


types. 








Holder Socket, 
Diagonal Type 


socket 


. boulevard and _ street 


Have you a copy of the new 


Abolite Catalogue 137 


ABOLITES 


THE INDUSTRIAL ABOLITES 
are correct and uniform; thoroughly 
ventilated with best heat radiation, 
therefore longer lamp life. 
installed; maintenance cost low. 


Readily 


Have you ordered your ABolites 
for the Fall lighting season? In bowl, 
diagonal, enameled _holder- 


tront 





Holder Socket, Dome Type 


Shade Holder, Dome Type 


The Adams-Bagnall Electric Co., Cleveland, Ohio 


Industrial, Commercial and Street Lighting; 
Lighting, Power and Constant Current Transformers; 


Manufacturers of 
Electrical Apparatus with both 


Merchandising and Engineering Merit 


Gyrofans; Oscillating Fans; Auto Electrical Accessories 
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ID you get any of the Salesmen’s Lamp Hand- 
books we issued last year? 


If you did you know how interesting and valu- 
able that series was. 


Well, this year our 1916 series is going to be 
better than ever. 


And we want you to help. 
We're going to pay you for it. 


All you need do is to tell us the story of your 
most interesting lamp sale. 


What we want is a story of difficulties over- 
come—of service rendered—of a disgruntled cus- 
tomer satisfied. 


We want to publish these stories in a monthly 
publication to be distributed to electrical sales- 
men. 


Westinghouse Lamp Co. 


Atlanta Cleveland Los Angeles Portland 
3altimore Columbus Milwaukee St. Louis 
Boston *Dallas New Orleans Salt Lake City 
Buffalo Denver New York San Francisco 
Chicago Detroit Philadelphia Seattle 


Cincinnati Kansas City Pittsburgh 
*Westinghouse Lamp Corporation 
Export Sales Dept., 165 Broadway, N. Y. C. 
For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont. 


ELECTRICAL MERCHANDISI 


CASH FOR YOUR IDEA 


Guaranteed by the Name 























So we're offering $15 and $10 for the two 
best lamp selling stories submitted to us each 
month. 


YOU may win one of these awards. You don't 
need to be a clever writer; we don’t care about 
that. What we want is the story of how you did 
it—a story of selling and service. 


Even if you don’t win $15 or $10, we will pay 
you $2 for your trouble if your story is accepted. 


If you are in the employ of a Central Station, 
Electrical Contractor, Jobber or Dealer, you are 
eligible to contribute stories. 


Send the coupon. 


It will pay you to receive the monthly publi- 
cation as issued—and you will receive the book 
of rules governing the contribution of stories. 


Syracuse 
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Worth Reading 


This book tells of many ways Westinghouse Dealers 
can get their share of the currency Westinghouse 
advertising is putting in circulation. 

This year marks the biggest national advertising 
campaign an electrical appliance manufacturer ever 
undertook. 

Its purpose is to make ‘“Westinghouse’’ a household 
word, so that Westinghouse Electric Ware will sell 
easily and quickly—to your profit. 

It remains only for you to tell people you are the 
\ Westinghouse Dealer.—‘‘Current Currency’” shows 
how we help you do it. 

If you've lost your copy, send for another. 












Westinghouse Electric & Manufacturing Co. 
Fast Pittsburgh, Pa. 











Westinghouse 
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The bald-headed barber was 


discredited a long time ago 


The antique anecdote about the baldheaded barber’s recommendation of a 
hair tonic holds good of other businesses, too. Did you ever stop to consider 
that Central Stations should take their own medicine when it comes to pushing 
Electric Signs? What better way can you adopt to show the other people the 
potency of Electric Sign advertising than to do it yourself and do it first? 
There is a big difference between talk and tangibility, between theory and 
practice. 


> SEE” SM 


If your Central Station follows the lead of other progressive Central Stations 
throughout the country and installs a crackerjack Electric Sign, it won’t be 
long before the wide-awake merchants in your city will want one, too. 


© 


ke 


* 


prerettn S IST TS 


Once you have decided to erect your sign, let FEDERAL designers help you. 
We dislike to make brash-sounding statements, but we honestly believe that 
there is not another corps of sign designers in this country that can conceive 
the ideas and execute them as we FEDERAL people do. 






We have had a lot of practice in designing signs for some of the biggest Central 
Stations in this country—and some of the smallest. Why not let us turn this 
experience to count for you? 


Get in touch with us now. Send us a rough layout of anything you have in 
mind and we will get busy. We have some pictures of Central Station installa- 
tions we will be glad to send you if you request them. 


Write for Bulletin No. 10 


Federal Sign System (Electric) 


Lake and Desplaines Sts. 
CHICAGO 
1790 Broadway 1618 Mission St. 
NEW YORK SAN FRANCISCO 


240 King St., E. 
TORONTO, CANADA 


Four Factories 


Branches in all the large cities 


$ 4444444 





Two Quick-Sellers 
From the DUMORE Line 





The DUMORE Portable Electric Grinder 
finds a warm welcome in any machine shop, 
because of its lightness and portability, which 
eliminate the moving of heavy work to station- 
ary grinders. It makes just a good handful, 
weighs only 17 lbs. and can be attached to any 
light socket. 


The 1/6-H.P. motor and the high-speed in- 
ternal spindle are mounted on S K F ball bear- 
ings. All end and side play is eliminated— 
all parts are dynamically balanced. Spindle 
speeds 10000 and 30000 R.P.M. 


Every machine shop needs from I to 12, or 
more, and they sell on sight. 


The DUMORE Sensitive Drill instantly ap- 
peals to any man who does accurate sensitive 
drilling. Jewelers, instrument makers, gold 
and silver smiths need them every hour of the 
day. 

The feed control, which is equipped with 
a spring balance, is extremely sensitive and 
the most delicate piece of work can be drilled 
accurately. 

Height 18 in., weight 1534 lbs. Equipped 
with Universal Motor, which operates on either 
A.C. or D.C. Imported $ K F Ball Bearing 
eliminates all vibration. 


Send for details. 


Get the Profits from this Business in Your Town 
Send for Details and Prices Today 


WISCONSIN 


RACINE 


ELECTRIC COMPANY 


2001 Dumore Bldg. 


WISCONSIN 
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Your Local Paper 
will sell goods for you 


If properly used the daily newspaper is the very best medium for 
carrying your message to your local public. 

Good newspaper advertising backed by good store service and 
an attractive window display cannot fail if the goods offered are right 
as to quality, price and seasonableness. 

If youare selling G-E goods, let the Advertising Department of the 
General Electric Company help vou advertise them. The Electrical 
Advertiser, published for those who sell G-E goods, tells how to use 
newspapers and other forms of advertising to the best advantage. 

A special advisory service is also maintained for sellers of G-E 
goods. Advertising campaigns suited to local conditions will be 
planned free of charge. 

If you sell G-E goods you should receive the Electrical Advertiser 
regularly. If you do not get it, write and you can have it. We want 
you to have the benefit of every selling service we can give. 


Address the Electrical Advertiser 


General Electric Company 
Advertising Dept. 








Schenectady, N. Y. 
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ee restaurant-keeper i 
eats in his own restaurant— 


and the up-to-date Central Station similarly gains public confidence by advertising tts own 
business with Electric Signs—just as it urges others to do. It’s a difficult job to convince 
a man that he needs a sign when all the time he keeps wondering why on earth you don't 


use a sign yourself. 
let a FEDERAL 
‘ electric sign 
APO] |: proclaim your 
own faith in 
electrical adver- 
tising 





@ 


A FEDERAL electric sign 
is the best kind of a new 
business-getter for Central 
Stations. Flashing its brilliant message night after night—and on dark days—it shows 
in a vivid, concrete form that convinces, the wonderful advertising strength of an electric 
sign. One Federal sign is worth ten thousand arguments. 





we can design something 

strikingly original for you 
Our corps of expert designers is constantly creating new and distinctive electrical display 
effects for customers all over the country. They will be glad to develop your ideas or 


submit an original design, if you want. You obligate yourself not at all until you are ready 
to buy. Write us today—while you think of it. Ask for special bulletin No. ro. 


Federal Sign System (Electric) 
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1790 Broadway 618 Mission St. 
ti NEW YORK SAN FRANCISCO af 
; Lake and Desplaines Sts. 7 
' CHICAGO i 
bi Four Factories 
: Branches in all the large cities 
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TYPE A. 1/25 H.P. Finish black enamel. 3 feet of 
cord and plug. Emery wheel and pulley. 


TYPE B. 1/25 H.P. Finish nickel-plated. Same equip- 
ment as Type 








TYPE C. 1/16 H.P. Finish black enamel. 
control. 8 feet of cord and plug. 
wheel. 


Rheostat 
Pulleys and emery 





TYPE D. % H. P. Finish black enamel. Rheostat con- 
trol. 8 feet cord and plug, chucks, buff and emery 
wheel. 





TYPE E. % H.P. Finish white enamel, gold striped. 
Rheostat control. 8 feet cord and plug. Taper chucks 
and emery wheel. 
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‘We ll Tell You Where 


You Can Sell 


DUMORE 


Universal 


MOTORS 


Your own town is one of the most profitable 
markets imaginable. And don’t discount that 
statement. We have the figures to show you. 

Wherever there is grinding, buffing or polish- 
ing to be done, you'll find a place for 1 to 20 
DUMORE Motors. Shoe shops, opticians, jew- 
elers, dentists, hospitals and hotels head the list, 
but they are only a small fraction of the possible 
business. Certain factories need them in big 
quantities. 

DUMORE Motors are just as practical as the 
largest and most expensive units. They are made 
in capacities of %s5, 46 and % H.P.; speeds, 2000, 
4000, 6000 and 8000 R.P.M. Current can be taken 
from any ordinary socket—either A.C. or D.C. 

Compactness, general efficiency and the ‘“‘uni- 
versal feature” have created a great demand for 
these powerful little motors. They sell quickly 
and we'll tell you who to call on. All you have to 
do is to mail the coupon and we’ll come right 
back with all the information. 


Do It Now! 


Wisconsin Electric Co. 
RACINE, WISCONSIN 


\ MMeeq@@EEE@@EE@EEE@@!@@@E@mCACCW@EeHQHHEEEE>*» 


Wisconsin Electric Co., Racine, Wis. 





N 







Please send full information and prices cover- 
ing DUMORE Universal Motors. Also figures 
and details regarding sales possibilities. 
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Make up a list of 


Pick out all the shops, mills and fac- 
tories in your locality losing money 
through insufficient light. List them 
one after another. At the same time be 
sure to get the name of the man whose 
job or interest lies in keeping production 
up and costs down. With such a list you 
will have an excellent opportunity for big 
sales during the next few months in 
National MAZDA lamps and other light- 
ing equipment. Every man 1s vitally 
concerned now as never before in build- 
ing up his output, minimizing accidents 
to men, material and machines and cut- 
ting costs. Show him good light is the 
first step in this direction. 


NATIONAL LAMP WorkKS 
fe OF GENERAL ELECTRIC Co. 
NELAPARK CLEVELAND 
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poorly lighted plants 


One of the best ways to set about it is 
to mail out a series of say three letters 
with suitable enclosures. Then follow 
these up with personal calls. Just say the 
word and we will submit suggestions for 
as many sales-producing letters as you de- 
sire. [hese letters will be written by men 
who know how to write letters with a 
strong appeal. Also, we will be glad to 
furnish advertising folders imprinted with 
your name that will back up the state- 
ments made in the letters. We have some 
new ones just off the press. Don’t delay. 
Send in your request to the Lamp Division 
furnishing you lamps. 


NATIONAL LAMP WorKS 


- OF GENERAL ELECTRIC Co, 
NELAPARK CLEVELAND (36) 








MAZDA 











Now is the time for factory 
owners and managers to pre- 
pare for the dark days just 
ahead. The way to well and 
economically lighted plants is 
through the complete line of 
National MAZDA C lamps of 
the gas-filled construction. 
This line includes lamps of the 
following sizes: 75, 100, 200, 
300, 400, 500, 750 and 1000 
watts for 105 to 125 volt cir- 
cuits, and the same sizes, ex- 
cept for the 75 and 100-watt 
lamps, for 220 to 250 volt 
operation. 
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Makes 300, 400 and 500 Watt Lamp Usable 
For Store, Office or Factory Lighting 
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SOCKET CAP 








Held in rigid position by screws attached METAL HOUSING } 
to housing. Supports no weight except for socket. Supports unit, eliminating all : 
socket and lamp. No constant strain to strain on socket cap and socket. 

cause loose parts and lamp vibration later. 















SPRING 
SUPPORT 


for holding porce- 


lain deflector. 




























METAL 
HOLDER 


Firmly attached 
to socket hous- 
ing. Outlets pro- 
vided in its up- 
per rim for the 
egress of super- 
heated air gen- 
erated by lamp. 
The dome, shade 
and deflecting 
plate are all 
supported in 
this section. 

















PORCELAIN DEFLECTOR 
Checks all wasteful light. Catches 
the upward rays and redirects 
them to the working plane. Held 
in position by two spring sup- 
ports. 











CONCAVE 
SECTION 


of shade. Glass is clear 
and highly polished, 
permitting all upward 
light rays from. the 
lamp, and_ reflected 
rays from the lower 
section of the shade, 
to reach interior of re- 
flecting dome in thein 
full strength. No por- 
tion of the lamp fila- 
ment can be seen 
through this clear 
glass section from any 
position. 




































REFLECTING DOME 
Made of opal glass. Gath- 
ers the upward rays of 
and 
Permits 


light, softens 


distributes them. 
just the right amount of 





CONVEX SECTION 


of shade. Same glass as 
concave section, but finished 


































_— 4 filter Pag - with polished enamel coat, 

the ceiling so at all ob- ivin erfect di n- 

jectionable black rings and AIR INTAKE cealing lalep een’ com- 

excessively bright spots Permits plenty of cool air to circulate around the pletely, and absorbing prac- 

are done away It lamp and drive all super-heated air through out- tically no useful light. A 

takes the gloom f the lets under socket housing. Interior so shaped that surface that is hard to get 

ceiling without spotting it any foreign matter that might work its way into dirty, easy to clean. } 

with attention-distracting the shade will gravitate toward the opening and i“ 

blotches drop out. i 
‘ce . , ~ ” 4 

Order now for “America’s Electrical Week. ; 


BEARDSLEE CHANDELIER MFG. CO. 


219 South Jefferson Street 
CHICAGO, ILL. 
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Increase Your Cleaner 
Sales 


With the & 5 Electric Vacuum 
Cleaner. 


The machine that brings results 
—a guaranteed THOR Product 
backed by HURLEY SERVICE. 


Retail Price $22.50 


Write for complete description. 


HURLEY MACHINE 
COMPANY y 


¢ 
¢ 


40 South Clinton Street £ 
CHICAGO , 


¢ 
¢ 


147 West 42nd Street |” 
NEW YORK - 


oa 


¢ 
” Gentlemen: 
¢ 


Send full de- 

re scription of 
“ THOR 5 Vacuum 
,¢ Cleaner and co-oper- 
¢’ ative plan whereby I 
can increase my vacuum 
* cleaner sales. 
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The Electrical Contractor 


has his troubles even in these stirring times. High cost of material and high cost of labor are 
discouraging and reduce profits. Increased cost to the customer makes him critical. 


The only good way to meet such conditions is to select material which will reduce costs 
by reason of easy and rapid installation. Two such materials are 


Buckeye Conduit 


and 


Realflex Armored Conductor 





BUCKEYE CONDUIT LOOKS like ordinary equalled, either in appearance or otherwise, thus 
conduit and costs the same, but it is different. Made _ benefitting both contractor and owner. 
of special soft steel and finished with extreme care, 
it pleases workmen and speeds up work enough to 
materially affect the cost of the ordinary job. 


We call particular attention to the excellence of 
the threads on BUCKEYE CONDUIT. These are 
so well and carefully cut that we have a record of 
one job on which 500,000 feet were used without a 
At the same time it gives results that are seldom single thread having to be recut. 





REALFLEX is a comparatively new armored con- 
ductor that should be kept in stock by every Elec- 
trical Contractor. It is armored with steel wire, in- 
stead of the usual flat steel strips, to which fact it 
owes its remarkable flexibility and beauty. The outer 
wires are flattened and the conductor presents a very 
handsome appearance. 


REALFLEX goes anywhere that a piece of rope 
will go—around bends, corners and into places awk- 
ward for conduit or any other armored conductor. 
It gives practically the same protection as conduit 
with the flexibility of the unarmored wire. 


REALFLEX works and strips so easily and rapidly 
and makes a job so good looking that workmen like 
to use it and get the best results on all jobs where 
an armored conductor is necessary. 


If you have not been using’ BUCKEYE and 
REALFLEX, try it on your next job. Any electrical 
jobber can supply you. If you have any trouble in 
getting either of these materials, write us and we 
will see that you are supplied without trouble or 
expense. 


THE WESTERN CONDUIT COMPANY 


(Subsidiary to The Youngstown Sheet & Tube Company) 


YOUNGSTOWN, OHIO 
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“The Machine that Takes 
‘Work’ out of Housework!” 























“The Right Electric Suction Cleaner for You to SELL 





is the One You’d BUY for Your Own Home Use!” 





—“You want to know that it is mechanically perfect; the housewife 
wants ease and simplicity of operation, thoroughness in cleaning, 
and most, assurance against the ‘out-of-order’ periods common to 
many household appliances. The APEX more than satisfies,— 
that’s why WE sell it,’—says the man who knows! etm 


Electrical goods dealers and managers of new business departments should learn ALL 


about this highly improved electric suction cleaner. 
supply the ever-growing demand fora GOOD electric cleaner; has a factory guarantee 
worth-while,—and, for more than the profit it brings, the APEX is known by the customers 
it KEEPS! It ‘‘stays sold,**—brings many ‘‘after-sales’’ thru recommendation of pleased 
























Apex owners, 


ust what you are looking for to 





—comes as a resu!t of five years exper- 
ience in suction cleaner making, —and 
has behind it true endeavor to make the 
highest improved and most thoroughly 
practical machine possible. And it 


DOES excel in SIMPLICITY, 
SAFETY and EFFICIENCY! 


By ingenious depression in the center 
of the base or pan of the nozzle prac- 
tically a ‘‘double’’ nozzle is made,— 
which diverts the powerful suction equally 
over the entire 13-inch opening, instead 
of leaving it stronger in the center and 
weaker at the ends,—a feature exclusive 
with the Apex. 


Order an APEX on trial; then de- 
cide its possibilities for you. 


ILL 








The big feature of the APEX, it— 


Cleans “Under” Things 
As well as Around Them 


Dirt-hungry and never satisfied, the ““Apex”’ 
is always poking into hard-to-reach places in 
its search for dust and dirt and lint, 

The long, inclined, dust-pan-shaped nozzle, 
too, makes itclean far more thoroughly than 
most machines, because no straight-up lift or 
pull is necessary,—dust and dirt just rolls up 
the *‘pan’’ into the bag. 

Study the photo above,—then write your 
jobber or dealer (named below) for more 
information, 




































The Apex Hleetrical Mig G 


POW ER AVE. 


a Cleveland Ohio, USA @J 





















Cr ‘am 


Call or Write Your Nearest Distributor 











ATLANTA, GA. : 
BOSTON, MASS. - 
BALTIMORE, MD. 


CLEVELAND,OHIO~ - , 


CHICAGO, ILL. - 
DENVER, COLO. 
DES MOINES, IOWA 
INDIANAPOLIS, IND. 


KANSAS CITY, MO. - 


LOUISVILLE, KY. 


=6 


For Further Particulars About APEX 





Baltimore Elect. Supply Co. 

- Pettingell-Andrews Co. 
Baltimore Elect. Supply Co. 

- Stroud-Michael Co. 

- Illinois Electric Co. 
The New England Elect. Co. 

- Mid-West Electric Cc. 
- Hatfield Electric Co. 
The B-R Elect. & Tel. Mfg. Co. 
Belknap Hardware & Mfg. Co. 


MILWAUKEE, WIS. 
NEW YORK CITY 
OMAHA, NEB. - 
PITTSBURGH, PA. 


PORTLAND, ORE. 
ST. LOUIS, MO. 


LOS ANGELES, CALIF. - - 


PHILADELPHIA, PA. 


SALT LAKE CITY, UTAH 
SAN FRANCISCO, CALIF. 
WASHINGTON, D. C. 


- - Julius Andrae & Sons Co. 
- : Kimball Elect. Const. Co. 


- - Mid-West Electric Co. 


- Doubleday-Hill Elect. Co. 

Frank H. Stewart Elec. Co. 
- Fobes Supply Co. 
Wesco Supply Co. 


Elect. Ry. & Mfgrs. Sunply Co. 
Doubleday-Hill Elect. Co. 
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Illinois Electric Co. 


Inter-Mountain Elect. Co. 
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Cable Racks 
Conduit Rods 
Bond Plates 
Winches 


Cable Reel Jacks 
Manhole Guard Rails 


efc., etc. 





CATALOGUE ON REQUEST 





T. J. COPE 


Manufacturer of Underground Equipment 


and Supplies 











1620 Chancellor Street, Philadelphia, Pa. 
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Did you ever make an unusual sale of incan- 
descent lamps? 

If you have, make your experience pay you a 
bonus. 

You can do it by writing the story of your most 
interesting incandescent lamp sale. 

What we want is a story involving an interesting 
service to the customer. 

Those are the kind of stories we like to read. 

They're the kind you like to read, too. That is 
just why we want them—so you can read them. 

We're going to print all stories that we accept 
in a monthly publication called ““HOW-I-DID-IT.”’ 

If you contribute a story we'll put you on our 


list to receive this collection of valuable and inter- 
esting stories FREE. 





Export Sales Dept., 165 
For Canada—Canadian Wes 
Hamilton, 








AEM 


A Bonus for You 


Guaranteed by the name 


Westinghouse Lamp Company 


Atlanta Cincinnati Detroit New York Salt Lake City 
Baltimore Cleveland Kansas City Philadelphia San Francisco 
Boston Columbus Los Angeles Pittsburgh Seattle 
Buffalo *Dallas Milwaukee Portland Syracuse 
Chicago Denver New Orleans St. Louis 


*Westinghouse Lamp Corporation 


And every month we are going to pick out the 
two best stories received during the previous month 
and award the writers $15.00 for the best story and 
$10.00 for the second best. For every other story 
we accept we will pay $2.00 each. 


You can get one of these awards. Resolve to 


make your experience pay you a bonus. 


If you are employed by a Central Station, Elec- 
trical Jobber, Dealer or Contractor you are 
eligible. 


Write us for book of rules governing the con- 
tribution of stories. The coupon below will do it 
— it will also list you to receive the monthly publica- 
tion as issued. 


Broadway, N. Y. C. 
tinghouse Co., Limited, 
Ont. 








Westinghouse Lamp Co., 


165 Broadway, New York City. 


Please enter my name to receive “HOW-I-DID-IT” month] 
stories. 










vy: also send me the rules governing the contribution of 
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Westinghou se 
Small Motors 


Westinghouse Small ~..— 


Current Motor 







Type C. A. 
Single-Phase Motor 


Motors excel in their 
ability to serve. That 


Westinghouse Ventura 
Exhaust Fan 





is why so many people 
like to have them do 


their work. ret 


Westinghouse Sirrocco 
Blower 







Sewing Machine Motor 
Factory Type 


Buffing and Grinding 
Motor 





Westinghouse Battery 
Charging Motor 
Generator Set 


Write for Dealers’ Proposition 


Westinghouse Electric & Manufacturing Co. 


East Pittsburgh, Pa. 


Atlanta, Ga. C harlotte, N. C. Denver, Colo. Kansas City, Mo. New York, N. Y. San Francisco, Cal. 
Baltimore, Md. Chicago, Til. Des Moines, Iowa. Louisville, Ky. Omaha, Neb. Seattle, Wash. 
Birmingham, Ala. Cincinnati, Ohio Detroit, Mich. Los Angeles, Cal. Philadelphia Pa. Syracuse, | * Ss 
Bluefield, W. Va. Cleveland, Ohio *El Paso, Tex. Memphis, Tenn. Pittsburgh, Pa. Toledo, Ohio 
Boston, Mass. Columbus, Ohio *Houston, Tex. Milwaukee, Wis. Portland, Ore. Washin > D.C. 
Buffalo, N. Y. *Dallas, Texas Indianapolis, Ind. Minneapolis, Minn. Rochester, N. Y. *W. E. & M. Co., of 
Butte, Mont. ie Dayton, Ohio Joplin, New Orleans, La. St. Louis, Mo. Texas. 


Charleston, W. Va. Salt Lake City, Utah 425 
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500% Increase From Window Display 


The winner of one of the prizes in our last Percolator window 
trimming contest reports that during the month following the display 
their sales increased over 500%. To him the better prize was in 
bigger business. 

We present the same opportunity to you in the big Percolator 
Campaign about to start in October. As an aid in trimming your 
window we furnish a life-size lithographed cut-out of a young 
woman about to pour a cup of coffee from an Urn or a Percolator. 


UNIVERSAL 
cunversat} Electric Guversay} 
PER COLATORS 


For the three best displays of 
Percolators in which our display 
material is shown we will give the 
following cash prizes, whether or 
not our goods appear: 


Three Cash Prizes 
($25.00, $15.00 $10.00) <A e 
Points on which prizes will be Loving Cup Urn 
awarded are originality of display, No. E9166, $16.50 
general attractiveness and _ sales 
creating value. Especial advertising aids with dealer’s imprint will 
iadvaineal be supplied on request for use in connection with your display. 
Electric Percolator All photographs must be in on or before November 25. 


ii ea LANDERS FRARY & CLARK 
NEW BRITAIN, CONN. 
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The world is full of Bluffs. 


Here in New York we’ve heard it remarked that, 
geographically, we’re bounded on the east by a 
large sound, on the west by a big bluff, and that 
we’re continually trying to live up to our surround- 
ings. 


There’s more truth than fiction in the gentle 
knock. Mr. and Mrs. Bluff are with us always, 
in apartment and flat and tenement—mostly in 
apartment. They dwell there with the rest of the 
family. The rest of the family is a dog, or what 
claims to be a dog. Children are barred by the 
landlord and, since Mr. Bluff is always in arrears, 
he obeys Mr. Landlord’s mandate. 


Mr. Bluff is a too prominent member of the ad- 
vertising world. He boasts that when he shoves his 
chest up against the other fellow and bellows, all 
bets are off. 


Sometimes he wins. But the trouble with Bluff’s 
system is that it seldom wins twice in the same 
place. As A. Lincoln once remarked, “You can’t 
fool,” etc. 


Several years ago Brother Bluff operated his most 
famous, or infamous, scheme. He was in the adver- 
tising agency business in those days, and in conjunc- 
tion with a complaisant publisher or two he formu- 
lated a new idea in merchandising. The keynote 
of the scheme, carefully concealed of course in a 
bunch of violets, was “To hell with the dealers!” 


“We'll put over a campaign in the general maga- 
zines that will make these fellows stock the goods,” 
blustered Bluff. 


The manufacturer fell for that. 


Then Bluff drew up an eight-page circular show- 
ing the campaign in detail, injected a few hundred 
hypnotic adjectives, and the dealers fell for that. 


The goods were stocked—and stayed. The ex- 
pected “consumer demand” missed connections. 
Bluff gathered in his commissions, the manufacturer 
paid his advertising bill, and the dealer shouldered 
his loss. 


Now the question is, why did the scheme fail? 
Because— 


First, the real co-operation of the dealer was not 
secured. He was practically bamboozled into stock- 


Bin les from the 


A page for readers and advertisers 
edited, and mostly written,by the Busi- 
ness Manager. Dy. ia 











Vol. 16. 
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ing the goods by the alluring story of the great 
consumer demand which was to be created. But the 
real merit of and “reasons why” for the goods were 
never impressed upon him at all. 


Second, the advertising campaign was pitifully in- 
adequate. It bulked big but shrank to insignificance 
when the light of cold analysis was thrown upon it. 
As witness these extracts from John E. Kennedy’s 
“Intensive Advertising” : 


“The manufacturer had a $35,000 appropriation 
for the year. There are at least ten ‘advertising 
months.’ Therefore the sum total averages $3,500 
per month. This, divided by 52 states in the Union 
(if that be the number), finds our appropriation 
dwindling down to $67.30 per month per state. 
There are, say, 26 days in the month when the goods 
could be bought through retailers if sufficient demand 
were created. Divide those 26 days into the $67.30 
per month. And our $35,000 has dwindled down to 
$2.59 per day per state. The average population of 
each state is 1,680,000 people. Now how much 
selling effect could $2.59 per day have on 1,680,000 
people?” 


The days of loading the dealer by bluff advertising 
are fast passing. The manufacturer who tries it 
is seeking a quick route to kingdom come. Now- 
adays good agencies are against these practices. 


Consumer advertising which is designed wholly to 
influence dealers, and which is inadequate to produce 
real consumer demand, is money woefully wasted. 


Any merchandising campaign which does not first 
—get that, please—which does not first enlist the 
dealer’s hearty support and co-operation, is labelled 
“failure” from the start. 


As has been remarked, “The inexperienced man 
starts first to tell about his consumer campaign or 
about some other co-operative work, forgetting that 
the retailer wishes first to know the merits of the 
merchandise. Then, if these are satisfactory he is 
willing to listen to the plus argument.” 


Let the manufacturer thoroughly understand that 
he cannot “make” the dealer do anything. He must 
work with the distributer. 


Let the dealer understand that trademarked goods 
of merit, thoroughly advertised, yield quick turn- 
overs and produce more profit in the aggregate. 


And greater merchandising efficiency will be pro- 
moted. 


No. 3 
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The Best Practical Books on Electricity 


Sent on Approval 
Without Advance 
Remittance 


Sold 
Separately 


Electrical Meters 

By C. M. JANSKY, Assoc. Prof. of Electrical 
Engineering. University of Wisconsin. 370 
pages, 6 x 9, 273 illustrations, $2.50 net, post- 
pad, 

The principles of electrical meters, types 
of instruments in general use, and test- 
ing, covered in a thorough, practical 
manner. The entire field, beginning 
with a simple review of electrical prin- 
ciples and ending with a discussion of 
errors to which measuring instruments 
are liable, is treated. 


Transformer Practice 


By WILLIAM T. TAYLOR. Second edition 
278 pages, 6 x 9, 189 illustrations, $2.50 net, 
postpaid. 

For the man who has to install and 
operate transformers. It is thorough 
and practical. 


Electrical 









American 
Electricians’ 
Handbook 


By TERRELL CROFT. 711 pages, over 900 
illustrations, pocket size, thin paper, flexible 
leather, $3.00 net, postpaid. 

This is the handbook of electrical prac- 
tice. 

It covers practical electricity thoroughly 
in a way to make it of definite value to 
all electrical workers. 


The Electrical 
Contractor 


By LOUIS W. MOXEY, JR., Vice-President, 
Keller-Pike Co., Philadelphia. 86 pages, 6 x 9, 
cloth, illustrated, $1.50 net, postpaid. 

lhis book has been written to help the 
contractor to better business methods 
and better profits. It embodies the ex- 











Wiring of 
Finished Buildings 


By TERRELL CROFT. 275 pages, 5% x 8, 
over 200 illustrations, $2.00 net, postpaid. 
This practical book covers the subject 
in both its commercial and technical 
aspects. 

Every central station, contractor and 
wireman will find the book a business 
getter and a useful guide in the best 
methods of installation. 


. . . 
Wiring Diagrams 
Of Electrical Apparatus 
and Installations 
252 pages, 6 x 9, 439 illustrations, $2.00 met, 
postpaid. 
A collection of 439 circuit diagrams 
taken from actual practice. They cover 
both simple and complex connections for 
every class of electrical work except 
telegraphy and telephony. 












. perience and data of 20 busy years in of 
Contracting this field. It covers the principles of : 
ty LOUIS AUERBACHER. 160 pages, 225 cost-keeping and estimating, wiring and ¢ 
illustrations, $2.00 net, postpaid. illumination calculations and other tech- i } 
Systems for keeping proper track of nical problems of the business Send No P : 
materials, details for estimating, sug- ¢ 

; fe : ee — 
gestions for extras, useful wiring data. Money roe a 
: rn 
M Troubl Handbook of Just the McGraw § 
Hill Boo rs 
otor lLroubles : Coupon Ce. Imes 5 
bering ‘ a Electrical Methods 239 W. 39th | 
By E. B. RAYMOND. 107 pages, 4% x 7, a “ St., New York, 1 
fully illustrated, $1.50 net, postpaid. Compiled from the N. Y. a 
It gives simple and effective methods for Electrical World 1 You may send me on & 
| ° . : s eg a: 0 days’ approval: i 
tracing and correcting D. C. and A. C. 285 pages, 6 x 9, fully illustrated, $3.00 net Mc y Electri ‘ 
“7 & : postpaid. , _::;Moxey Electrical 
motor troubles and for finding out com- Contractor, $1.50, : 
pletely the characteristics of generators Modern ways of solving every-day prob- 360 1 
and motors. lems—as practical men have solved them. : 
I agree - anes for the books ne t 
Pesos» them postpaid within 10 days : 
of receipt. 
~ + 
McGRAW-HILL BOOK CO.INC Fean 
.T 
239 WEST 3OTH STREET. NEW YORK ( Address) - 
<iciiitieticeiiiniaiantsiaitiinn 2 . 3 ‘ 
e Official Position i 
LONDON: HILL PUBLISHING CO.,LTD. 4 ' 
6 &8 BOUVERIE ST. E.C. a : 
o Name of Co ' 
Publishers of books for Electrical Merchandising Fs E. M. 9 4 
o tpooks sent on approval to retail customers in the U. S. only.) 4 
26 eee ees sees esse ess sess seseseseseseseseee, 
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Window and 
Counter Display 
Advertising 


You can focus attention on your place of business with 
this new and attractive advertising in color. Use it freely 
now the active lighting season is coming on, and it 


will help you sell other supplies as well as GIXAN-ONE 


Fuse Plugs. 


Week of November 26th 


We have just printed an illustrated prospectus in full 
color explaining how we are spending over $10,000 in 
advertising in November in order to make the week of 
November 26 a big saies producer for you with Six-in- 


One Fuse Plugs. This prospectus shows the window 
The SIX:IN-ONE display and tells about the local newspaper advertising, 
—————!. letters and circulars we supply gratis. We will mail this 








prospectus gladly on request. 





Atlas Selling Agency, Inc. 
450 Fourth Ave., New York 































The Porcelain Enameled Reflectors of Quality 


ABOLITES 


THE INDUSTRIAL ABOLITES 
are uniform and correct; thoroughly 
ventilated with best heat radiation, 
therefore longer lamp life. Readily 
installed, the cost of maintaining them 
bright and efficient is a minimum. 

In bowl, dome, diagonal, enameled 
holder-socket, boulevard and street 
front types. 

Have you ordered your ABolites 
for the 1916 Fall lighting season? 

Order now! 





Holder Socket, Dome Type 
Holder Socket, Bowl Type 





Have you a copy of the new he 
Shade Holder, Dome Type ABolite Catalogue 137-A? hen leet 


The Adams-Bagnall Electric Co., Cleveland, Ohio 
Mensfacturers of Industrial, Commercial and Street Lighting Equipment; 
Electrical Apparatus with both Lighting, Power and Constant-Current Transformers; 
Merchandising and Engineering Merit } (Gvyrofans; Oscillating Fans; Auto Electrical Accessories 


Write now for data or quotation on your requirements! 
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“AMERICA’S ELECTRICAL WEEK” 





A 


Catechism 
for 


Electrical Men 











A, ee ee 


HO are the men who demand modern 

electrical equipment and appliances 

for their offices—who are engaged in 

undertakings involving electrical instal- 
lation upon a large scale ? 


They are the prosperous business men. 


Who are the women who demand electrical con- 
veniences for the purpose of making their homes 
more luxurious—more comfortable—more attract- 
ive—more livable ? 

They are the wives and daughters of these success- 
ful business men. 


Who are the children whose parents can afford to 
give them electrical toys ? 

They are the children of these discriminating 
families. 


You electrical men know that the answer to these 
questions is the same answer—that electricity and 
prosperity go hand in hand. 





Do you know who the readers of 


SCRIBNER’S for December 


will be? They will be families of wealth—more 
than 100,000 of them. One hundred thousand 
families of a great deal more than average pur- 
chasing power. 


They are the people who desire the things that 
you can sell to them—and they are the people 
who have the means to gratify that desire—for 
they are the people of education, of taste, of 
culture, of refinement—the people of money. 





They are your market—and they are waiting for 
you—waiting for you to come to them with 
Seribner’s Magazine. These Scribner homes can 
afford complete electrical equipment. 


CHARLES SCRIBNER’S SONS 
599 Fifth Avenue, New York 





SCRIBNER’S FOR DECEMBER 
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The disturbance frequently caused by the start- 
ing of small motors on lighting circuits can be 
overcome by the installation of the 1/10 to 1/4 
horse power sizes of 





SINGLE 
PHASE 
MOTORS 


When your customer demands something more HIGH STARTING TORQUE— 
than a plain electric iron; when she wants an —greater than 3 times full load torque. 
iron that is guaranteed for all time, finished to LOW STARTING CURRENT— 

the highest degree possible, balanced to a frac- , 

s : —less than 3 times full load current. 
tion of an ounce; in fact when she demands a 


THE 


“AMERICAN BEAUTY” 
ELECTRIC IRON 





“SUPER IRON” sell her an Ck Ane 
“AMERICAN BEAUTY” —2 to 10 seconds, depending upon the load. 
The Best Iron Made. Other sizes up 40 horse power. 
Catalog and discounts upon request. Repulsion Induction. 


_ . THEY-KEEP-A-RUNNING 
American Electrical Heater Company 
cecetiianiiaiah. CENTURY ELECTRIC COMPANY 


19th, Pine to Olive Sts., St. Louis, Mo., U.S.A. 


1 ‘ 
Oldest and Largest Makers in the World Sales Offices in Principal Cities. 205 














DUMORE*'*;">"" MOTORS 


FROM ‘100TO 4% HP-A HIGH-GRADE MOTOR. 


For Every PurposeUniversal OperatesOnAC” DC. 


WRITE FOR LITERATURE 


Wisconsin Electric Co. EXJ Dumore Bldg. Racine Wis.- 


MR. DEALER <i.tomers you need PROOF! 


When disputes with customers arise over performance or fitness of electrical apparatus, 
don’t argue—get the PROOF. Let us test the article. Our impartial and authoritative report 
settles the matter—satisfies all—at small cost. 

LET US UMPIRE YOUR DISPUTES 














Electrical Testing Laboratories 80th Street and East End Avenue, New York City 


























ETCH-O-LITE 


The wonderful new material for permanently etching glass. 
Harmless—economical—and _ positive. 
































Aid eve RAMA Abb 8 th ti 





For all etched work now performed by dangerous acids and sand-blasting. 
Information on what Etch-O-Lite will do and save for you as applied to your work, and 
samples for test will be furnished on request. 


UNION ELECTRIC COMPANY, PITTSBURGH, PA. 


Sole selling agents for United States 








at snail ins bs Saint. 
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‘THE 
KINDLY 
LIGHT!” 




























A substantial, utility portable with 
an adjustable’ eye - protecting 
shade, and a perfect para- 
bolic reflector. It’s strong 

appeal to office workers, 

students, etc., makes 

easy sales. Send 

for catalogue 

and dis- 

counts. 


THE BEERS SALES COMPANY, Inc. 


ONE HUDSON STREET NEW YORK CITY 











STERLING GENE RATOR 
. The first efficient, durable, popular 

priced Violet Ray outtit. Weighs 
but 20 ounces; vibration, 300,000 per 
second. Combines benefits of High 
Frequency Electricity, Vibration, Ex- 
ercise, Stimulation, Oxidation and 
Radiant Light. Builds blood and 
brings beauty. Reaches every spot 
with relief. Saves suffering, sickness 
and money. Reliable. Quick in ac- 
“ tion, sure in effect, easy to operate. 
") Used in Military and other hospitals. 
Endorsed by the World’s best author- 
ities. A scientific and therapeutic 

Complete with Leather- ely 9 . Exclusive Dis- 

ette Case and Applicators $15 4a Advance Notice tributors wanted 
in all open territory for the only complete line of new, original, non- 
competitive electrical specialties. Splendid proposition. 
WRITE FOR LITERATURE AND TERMS 


The Sterling Corporation, 1282 West Third St. 
CLEVELAND, OHIO, U. S. A. 


“Branches Every where” 


ECCO 


Insulated Wire 


made to higher specifications and tested—every 
inch. Made for every purpose where rubber 
covered wire is used. 


Stamped “ECCO” every 3 feet 
THE ELECTRIC CABLE CO. 


10 E. 43d St. New York 


































Main-Electric-Light 


A complete line of Main Plants to select from, as 7 
light (16-C.P.), size at $76.95, 12, 37, 50, 75, 100, 150 
and 200 light upward. 









A quality plant with over 5 years’ demonstrated ability. 
The Main Agency—means our co-operation, sales 
helps, and the benefit of our National Farm Journal 
Advertisement. 








If your territory is still open, better arrange for the 
sale of Main Electric Plants Supplies and _ wiring 
accompany most sales. 








Write for our 80-page catalog and Dealers’ discounts 
today. 


MAIN ELECTRIC MFG. CO. 
PITTSBURGH, PA. 
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—you didn't know that the 


STANDARD ELECTRIC RANGE 


was— 


—the first electric range to have an automatic 
time-clock regulator. 

—the first electric range to have a cooking 
compartment, or “steamer”’—a great im- 
provement over the old “fireless cooker.” 

—the first electric range to have a signal-lamp 
that showed whenever current was turned 
into the range, and which could be re- 
moved and lamp-socket devices attached. 

—the first electric range to have successful, 
durable, rugged, “long-life” heating ele- 
ments. 

—the first electric range to have a master- 
switch, controlling all other switches on 
the range. 

—the first electric range to be made of 
“ARMCO” rust-resistant iron, and pure 
aluminum linings. 


—the first electric range having an all-alumi- 
num lined, round-cornered oven, in which 
you can watch your baking. 


—the first electric range to depart from all 
precedent in stove design and construction. 


The STANDARD ELECTRIC RANGE is all 
this, and more. Because of the above 
features the STANDARD is the range 
many central stations and jobbers are 
making their “big push” on. 


3ecause of these features—exclusive advan- 
tages, mind you—the first all-electric range 
apartment buildings in Buffalo, Detroit, 
Indianapolis and other cities have 
STANDARDS. 


You should know what the STANDARD will 
do for you. Write now for newest litera- 
ture and facts. Address 


The Standard Electric Stove Co. 


TOLEDO, OHIO 


“STANDARD-IZE” Your Electric Range Business 














xed: 
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The “Why” of the 


“Roller-Bearing” Wireway 


The above photograph shows a piece of DURADUCT slit down 
the middle and flattened so as to show a cross section under the 
magnifying glass. 


Note the hills and valleys of the inner surface. 


A wire being fished through would touch the “high spots” only. 










This reduces friction to the minimum. 
DURADUCT is the only conduit constructed with this feature. 


No other conduit offers so little surface to come in contact 
with the wire. 


This is why DURADUCT makes fishing a pleasure. 





ALL GOOD JOBBERS SELL DURADUCT 





TUBULAR WOVEN FABRIC CO., Pawtucket, R. I. 

A. Hall Berry, General Sales Agent 
97 Warrev Street, New York 9 South Clinton Street, Chicago 
Distributors for Canada: Northern Electric Company, Limited 




















US ONLY MACHINE 
TH PERFEGTSBAVANGES 


Silex Sales in Your Town 


What stores in your town are going to cash in on the strongest 
advertising campaign ever put behind an electric coffee making 


device? Will You Accept 
the Orders? 


During September, October, November and December—the 
Saturday Evening Post, Good Housekee ping, Vogue 2 Harpe r’s 
Bazar and Country Life in America are going to work for the 
stores that carry Silex Coffee Filters. 

it ] I Weel and 


Modern 


id for interest 


Metho healt! 


THE SILEX COMPANY 


45 High Street, - - Boston, Mass. 


SILEX 


COFFEE FILTER 
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Does YOUR Window Earn Its Rent? 


Stores in large cities charge against their display windows 
the rental for the space they occupy. Then they hire expert 
window dressers to make the windows earn this rent and show a 
reasonable profit. 


Are YOU making your window sell goods for you? Your 
business may not warrant the hiring of a window trimmer, but, 
if you sell G-E goods, you can get expert assistance on this 
subject from the advertising department of the General Electric 
Company through the Electrical Advertiser, a publication de- 
voted to the interests of dealers everywhere who sell G-E goods. 


Every form of local advertising is discussed in the Electrical 
Advertiser and a special advisory service is maintained. Consult 
this service about your local problems. The advice of ex- 
perienced advertising men is free to G-E dealers. 


Address the Electrical Advertiser 


General Electric Company 


_ Advertising Dept. Schenectady, N. Y. . 
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GET THIS FOLDER— 





SEWING MACHINE 








IRON 


Every progressive electrical dealer and 
central station wants to be prepared to 
cash in on America’s Electrical Week. 


This folder embodies a definite selling 
plan. Get your copy and see how readily 
you can identify yourself as headquarters 
in your town for a complete, widely adver- 
tised line of goods of recognized quality— 


Western Electric 
QUALITY PRODUCTS 


The folder suggests some leading electrical 
specialties. Each one has a carefully 
planned selling campaign back of it. Tie 
up to one or more lines. You will increase 
your business and your prestige as head- 
quarters for electrical goods of character. 


LINE UP WITH WESTERN ELECTRIC 
SERVICE—IT PAYS! 


Western Electric Company 


CORPOR 


New York Atlanta Chicago Kansas City San Francisco 
Buffalc Richmond Milwaukee St. Louis Oakland 
Newark Savannah Indianapolis Dallas Los Angeles 
Philadelphia New Orleans Detroit Houston Seattle 

ton Birmingham Cleveland Oklahoma City Portland 


Pittsburgh Cincinnat). Minneapolis St. Paul Omaha Denver Salt Lake City 


EQUIPMENT FOR EVERY ELECTRICAL NEED: 
Member Society tor Electrical Development “Do it Electrically” 








JUNIOR RANGE 





VACUUM CLEANER 





VIBRATOR 
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The Modern Aladdin 


Do Your Part 


nd 


Get Your Share 


Electrical selling suggestions are avail- 


able for everybody! 


Whether it is window display ideas 
—or store displays 

—or writing special ads 

—or getting up circulars or letters 
—or giving you scores of other merchan- 


dising ideas 


The Society for Electrical Development has something for you to 
use during and previous to 


America’s Electrical Week 


December 2 to 9, 1916 


Do YOUR Part 


Whoever you are, wherever you are, 
there is a working committee near 
you, ready to co-operate. Get into 
communication with this committee 
at once. Let your firm be one of 
the mouthpieces through which it 
speaks to the public. Be a head- 
quarters for the “‘Do It Electrically” 
movement in your community. 


A nation-wide sales celebration for the benefit of the entire elec- 
trical industry. A campaign of education, stimulation and enthu- 
A sales-opportunity for YOU. 


Get YOUR Share 


A large amount of valuable sales 
helping material will be distributed. 
Important national magazines will 
print special Electrical issues. Man- 
ufacturers will offer special display 
helps. If you are not a member now 
it will pay you to become a member 
of the Society at once. All AEW 


sales material free to members. 


Learn About the Society 


The Society maintains a competent staff which understands the many 


phases of practical store management and campaigning. 


Perhaps 


we can give you ideas worth hundreds of dollars to you inxbigger 
sales. Send the coupon and if possible also write fully what you plan 


to do to celebrate. 


The 


Society for Electrical Development 


vee ** 














your Society. 


I am (state position) .... 


United Engineering 29 West 39th Street ao Gem 

3 Societies Building New York City Address .. 

z *DOIT ELECTRIGALLY®? GRlte tc ds eedxceute es 
eanee Signature 
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The Society for Electrical Development ® EM, 
29 West 39th Street, New York - 

Sirs: Please put me personally on your mailing list 
to get your ideas on the America’s Electrical Week 
campaign. Also tell me about the benefits of joining 





State 











ELECTRICAL MERCHANDISING 


Back of every Sey washer is the 
famous Shon Guarantee. 
Back of every Hey dealer is reliable 


Hurley Service and sales co-operation. 


HURLEY MACHINE CO. 


147 W. 42nd St., New York 35 S. Clinton St., Chicagce 


The Only Complete Line of Electric Washers, 
Vacuum Cleaners, and Ironing machines. 


A Size for Every Family A Style for Everv Purse 
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Know the Motor Market in 


Mail 
The Coupon 
To-Day 


IU 


I 


Your Totun? 


Perhaps you've never sized it up as you should. Perhaps you've 
overlooked or underrated the possibilities of fractional horsepower 
motor sales. 

ut the business is there and here's the line to wake it up. 


DUMORE 


Universal 


MOTORS 


Wherever there is grinding, buf- 
fing or polishing to be done 





standard light socket, either A.C 
or D.C. 


opticians, dentists, jewelers, hos- Stir up this neglected field. The 
pitals, shoe shops, hardware demand is almost unlimited. We 


stores and hotels need these light- 
weight powerful and durable 
DUMORE Motors, 1 
FL.P. 


are old hands at the business and 
will help you in opening this 
profitable market. We'll tell you 
who to see and how to get the 
We'll even build 
Special motors if necessary. 

Investigate this highly profitable, 
quick turn-over merchandise. A 
post card asking for details costs 


25 to ly 


DUMORE Motors 
are built just as care 
fully as the most ex- 
pensive units—no de- 
tail is neglected. They 
are just a good hand- 
ful in size and weigh 
only 4 to 10 pounds. 
Speeds: 2000, 4000, 6000 and 
8000 R.P.M. Attach to any 


business. 


you one cent; it will bring you 
hundreds of dollars worth of in- 
formation. 

Now’s the time! 


Wisconsin Electric Co. 


Racine, Wisconsin 


=H y 


i 


NN 


Wisconsin Electric Co., Racine, Wis. 


IN 


| 
I 


I 


Please send full information and prices cover- 
ing DUMORE Universal Motors. 


HIT 


HOI 


El 


I 
I 
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Store Lighting For 


Store lighting is rapid action business. Each indi- 
vidual installation, moreover, is usually of considerable 
size; consequently lamp sales to this field will net National 
MAZDA Lamp distributors quick tidy profits. 

Opportunities for National MAZDA C Lamp sales to 
all stores are greater than ever before. Right now mer- 
chants everywhere are most keenly interested in their 
lighting problems. They feel the necessity of keeping 
abreast with the continually rising standard of store 
illumination, brought about by the MAZDA C Lamp. 

Prosperity means every merchant can afford better, 
light ; competition means that he cannot afford to be with- 













Alert Central Station new business managers will 
recognize in this situation an opportunity to increase 
revenue and at the same time secure a greater measure of 
good will through better lighting service furnished. 












OF GERRAL EBC TRC ca. ($6) 
vvvVvIVIVITI7eVI 
NELA PARK CLEVELAND 


Member Society for Electrical Development—‘DO IT ELECTRICALLY’”’ 


NATIONAL 





06050 Ou=a-63GrmS" 1b 
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r | Quick Steady Profits 


There is a National MAZDA C Lamp for every store 
lighting service, as seen below: 


WATTAGE OF LAMP 


‘1000 ! - ; ohio 
750) J Store Front Lighting. 





~ 


pet aad 
Interior Lighting; 400 Trutint Units (Color Matching) 


300 


200 
100 Window Lighting. 











Get this business now, when it comes easiest and assure 
yourself of the profitable lamp renewal sales that later 
automatically follow. Weare prepared to furnish special 
plans for store lighting campaigns to any of our distrib- 
utors. Write today to the Lamp Division furnishing you 
lamps. 


NATIONAL LAMP WORKS 
OF GENERAL ELECTRIC CO. 
Vvvvvvv—vvVvVvvVv7”g 

& NELA PARK CLEVELAND 


Member Society for Electrical Development—‘DO IT ELECTRICALLY” 


MAZD 
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Federal Electric Sign on the Bank of Long Island, 


Queensborough 
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laza, Long Island City, N. Y. 


wouldn't a few 
signs like this increase 
your current sales? 
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HIS FEDERAL sign, erected on a 
prominent Long Island bank, stands 
over fifty-one feet high and thirty feet 
wide. Each letter is six feet high, skeleton 
trough, having three rows of sockets, with 
red, white and blue flashing action. The 


‘effect at night is tremendous and the sign 


is plainly visible for many miles. 
Estimate the current consumption of this 
sign—multiply by several similar signs— 
then figure out for yourself: Isn’t this 
class of business worth going after? 


FEDERAL electric signs 


are bringing new business 





to hundreds of Central Stations, and giving per- 
fect satisfaction to their customers. The unique 
illuminating effects created by FEDERAL sign- 
designs not only have wonderful publicity value, 
but actually convert other firms to the electric- 
sign idea. Every FEDERAL sign is a constant 
advertisement for the wider use of electricity. 


Let us co-operate in your 
sign Campaign 


We have a selling plan for helping you to land 
this business, which includes submitting original 
designs or working out the prospect’s idea in 
practical form, without obligation. Write and 
get the complete details. Also bulletin No. 10 
with photographs of installations. Write to-day. 


Federal Sign System (Electric) 


Lake and Desplaines Sts. 
CHICAGO 








1790 Broadway 














NEW YORK 

































































Branches in all the large cities 
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1618 Mission St. 
SAN FRANCISCO 
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**No, I haven't a new rug—but I have a Hoover now, and it has given my rug a new lease of life’’ 


Every user enthusiastically recommends it — that’s why 
Hoover dealers are making such selling records as this: 


Over $57,000 worth of Hoovers sold 


by one central station the first year 


Just a year ago, August, the first sale of Hoovers _ has sold over $104,000.00 worth of Hoovers since 
was made to a Colorado central station. One year they took up the sale about a year and a half ago. 
later, their sale Hoovers had amounted to $57,340.00. No other vacuum cleaner is being sold in such 
During just one month—March—their sales large quantities by aggressive stations as THE 
amounted to $17,340.00. Another central station HOOVER SUCTION SWEEPER. 





SUCTION SWEEPER 


The reason for its supremacy as a salesmaker and money- E 
maker for the dealer is a plain matter of supremacy as a Backed by sales co-operation as 


cleaning instrument, and the ease and completeness with superior as the machine itself 
which this superiority can be demonstrated. 


“nas Hoover Suction Sweepers are bac by selli 
In your store, or better still in the customer’s home on. I e backed by selling Send 


TH 


‘4 


ideas just as superior as the machine itself is superior 
her own rug, you can show how The Hoover sweeps up : this 
. ° Ne . to other vacuum cleaners. Every month we are 
the thread, lint, hairs, and other clinging dirt that other A a = for our 
putting up these ideas to our dealers. 
cleaners cannot take up. 


a proposition 
‘ 4 ‘ S = iculars 
Vou cum chew die henry, desteective;. incbedded dint end the coupon and get full particulars of The Hoover 


come leaping out from its lodging place deep in the body BIG LING tink sa ee Suction Sweeper 
t ae ne. x LL sz ad NS r E Company 

of the rug to be removed by the powerful suction soon cay peOF HOOVERS IS ease 

a ? ; ag : y y J UST 910 E. Maple Ave., 
to follow. You can show the great difference in the looks STARTING New Berlin, Ohi 
of the rug after it has been cleaned by The Hoover. The vis ; niruvicane 
complete removal of the dirt, together with the straighten- Now is a good time to begin with this , With the understand- 
° P ~~ — : B B ing that no obligation is 
ing of the nap, by the action of the soft brush, imparts a king of home cleaners. incurred, kindly send me 
cleanliness of appearance, and a dressiness that MAKES full particulars of your pro- 


THE SALE OF THE MACHINE EASY. Send the coupon today. position to dealers. 


The Hoover Suction Sweeper Company ae — 
910 East Maple Avenue, New Berlin, Ohio a Address in full 
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REGISTERED REGISTERED 


FOR EFFECTIVE COMMERCIAL LIGHTING 
WITH TYPE C LAMPS 


The Gold Medal Awarded Mohrlite Indirect and Semi- 
Indirect Lighting Fixtures at the Panama-Pacific Inter- 
national Exposition is Acknowledgment by a High 


Tribunal of the Acme of Effectiveness in Lighting. 


THE MOHRLITE COMPANY 


FACTORY AND GENERAL SALES OFFICE 


URBANA, OHIO 
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You can NOW plan your OWN campaign 
systematically 


No one knows better than you the kind of selling help 
that will do most for you in your particular district. 

If you are selling Westinghouse Mazda lamps you have 
the opportunity to best utilize this knowledge through 


the new 


Westinghouse Mazda Advertising Service 


This service is in effect your own advertising bureau. 


It works under your direction. You 
plan months in advance what booklets, 
circulars, display cards, window trim, 
lantern slides, etc., you will distribute. 
All the material is submitted for your 
perusal before you order it. You ex- 
amine specimens and specify what you 
need and how you will use the mate- 
rial. We then co-operate effectively 
with you because we know how you 
propose to use the material. 


That makes for individual service— 
you receive the material you specify in 
monthly campaigns, each campaign 
sorted out and carefully packed— 
everything is done to make it fit your 
conditions, even: letters are typed on 
letterheads bearing your name. 

You are invited to write for a sample 
monthly campaign folder, which will 
show you the value of the new idea in 
advertising service. 


Westinghouse Lamp Company 


Atlanta Cincinnati Denver 
Baltimore Cleveland Detroit 
Boston Columbus Kansas City 
Chicago *Dallas Los Angeles 


Milwaukee Pittsburgh San Francisco 
New Orleans Portland Seattle 
New York St. Louis Syracuse 


Philadélphia Salt Lake City 


*Westinghouse Lariip ‘Corporation 
Export Sales Dept., 165 Broadway, N. Y. C. 


For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont 
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Our 
Holiday 
N Message 















The Westinghouse Hol- 
iday Message in the popular 


SY magazines has told millions every 
year how practical and useful, as well 
as pleasing to the eye, electrical gifts 
are. 
This year the Westinghouse Message 
| will occupy four full pages in the Saturday 











Evening Post. 






Our message to you includes the offer of 






| window trims, folders, electros, lantern slides, 






| posters and other selling helps, the best our 






artists and merchandisers could design, to aid 


you in securing the biggest benefit from our 







biggest public message. 

Be sure our salesman, or agent jobber, 
sends you our message, so you can reap 
the most from this prosperous year. 









Westinghouse Electric & Manufacturing Co. 
East Pittsburgh, Pa. 


Sales Offices in All Large American 
Cities 






Westinghouse 
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that are acknowledged everywhere to be best produced 
—awarded GOLD MEDAL at the Panama-Pacific 


International Exposition. 


A dandy profit producer for the holidays and all days. 
If you haven’t our catalog and prices—write for them 
to-day —it will interest you. 


INTERSTATE ELECTRIC NOVELTY CO. 
104-114 South Fourth Street, Brooklyn, N. Y. 
SAN FRANCISCO TORONTO J 


CHICAGO 


THE MOST PERFECT CASE ) 


There isn’t another case made which is so 


| case flashlight — one type of the many 


ON THE MARKET TO-DAY. 


perfectly insulated, so well finished, and 
so sturdily constructed, as this cigarette 
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An Abbreviated List of 
Universal Electrical Appliances 





Percolators Ranges 
Urns Grills 
Urn Sets Stoves 
Tea Pots Egg Boiler 
Samovars Toaster 
Samovar Sets Radiator 
Kettles Milk Warmer 
Chafers Heating Pad 
Chafer Sets Shaving Mug 
Vegetable Dishes Curler 
Entree Dishes Immersion Heater 
Fudge Warmers Irons 

Ul vy 





Timely Christmas Suggestions 


At Christmas time there is a notable 
change in the class of goods your cus- 
tomers seek. Elegance ot design as well 
as utility is desired by everyone. 


UNIVERSAL 
Electric Home Needs 


Your trade at this season can be made to 


JHAUILVANOUNNUQOULYANOUUHHOOUL4OOOL4GRU00USYOODUUUOUOOALUOOLLLEOUGYOOOUGLOOOUUAVOUUGLSOOULAOUE EN 


INNUUANIUUULLNN 


yield vou larger profits than any other month 
of the year. Due attention to your Christmas 
stock will mark your readiness to meet this 
change in demand and grasp the opportunity 
that may be overlooked by your competitor. 


LANDERS, FRARY & CLARK 


NEW BRITAIN, CONN. 
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We are an apathetic lot. 


That is to say, we all of us have a certain 
quality of human inertia which tends to keep 
us immovable. 


We do new things under protest—veritably 
howling if we are asked to adopt a new system, 
a novel idea, another method or a change 
of base. 


This inability to fully live up to and grasp 
our opportunities is an element of human 
nature that balks progress at every step. 


We proudly label ourselves “up-to-date”— 
and then back water hard if anybody tries to 
interest us in new merchandise or new 
methods. 


It is to overcome this human inertia that 
salesmanship and advertising—which is but 
printed salesmanship—came into existence. 


If they are persistent and aggressive it is 
because they have a tremendous job before 
them and nothing but persistency and aggres- 
siveness will win the fight. 


We ofttimes complain of these things with- 
out realizing that they keep business at high 
water mark and make work for us all. For 
without the aggressive salesman and his fore- 
runner, Advertising, business would slump to 
a dead level of dullness. 


Without them to literally force us into action 
we would fall behind in the race. 


A homely illustration of a man “forced” 
into doing what was good for him to do oc- 
curred in New York City a few days since. 


A little tailor’s assistant on the East Side 
decided that his long hours of labor were 
not compensated for by the short terms of 
his weekly wage. This view of things grew 
upon him the faster as he saw men of his own 
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age about him flashily attired, with apparently 
much leisure time and substantial resources. 


He knew that they were crooks and it 
occurred to him that they had solved the prob- 
lem of the higher cost of living. 


So, one Saturday night he turned his back 
upon honest—but poorly paid—labor and in- 
vested the meagre contents of his pay envelope 
in a burghar’s outfit. 


He began his studies in the economics of 
easy money by breaking into a Second Avenue 
haberdasher’s shop. Getting in was so easy 
that he wondered why he had ever wasted time 
at a tailor’s bench. 


Just at this stage of his conjecture he was 
nabbed by the police. Breaking in had set off 
a newly installed burglar alarm. 


Now, the sad little story of the tailor’s down- 
fall does not interest us as much as the story 
of the haberdasher who took a stitch in time 
to save nine. 


He had been five years installing that bur- 
glar alarm! Five years of persistent and 
aggressive advertising and salesmanship to 
save him from loss! 


He had been cajoled, driven, plead with, 
sworn at, coaxed, bamboozled at different 
stages of the game until, at last, he backed out 
of his own light and bought. 


The manufacturer of machinery, devices or 
supplies in the electrical field offers a definite 
and tangible something to increase merchan- 
dising efficiency. The one who advertises his 
product makes certain claims out in the open. 


If there be a moral to the foregoing it is 
that it pays to investigate those claims and 
apply them to your own problem—before the 
tailor’s assistant gets busy. 


Te 


s Rat 


for readers and advertisers 
edited, and mostly written, by the Busi- 
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: The homes to which SCRIBNER’S 
goes are wired for purchasing power 
| as well as for electrical power 








THE only homes that interest the electrical 
man are those that are wired for electricity. 
The only homes that interest the advertiser 
‘sot wim ae | ave those that are wired for purchasing power. 











Scribner’s readers are connected with Scrib- 
ner’s advertisers as actually as if there were 
a many-ply cable between them. It is a cable 
woven of many strands—an appreciation of 
nice things and the means to buy them. 





If you are manufacturing a product for 
people of this type, your factory is like a power 
plant generating electricity for homes of this 
type. Without wires, the power plant could 
not deliver its product. Without purchasing 
power, your product cannot be sold. 


Are you advertising where every possible 
reader is a possible purchaser ? Seribner’s 
audience is made up of people who can and 


do buy what they like. 


SCRIBNER’S MAGAZINE 


CHARLES SCRIBNER’S SONS 


Publishers, Importers, Booksellers 


Fifth Avenue at 48th Street, New York City 
St. Dunstan’s House, Fetter Lane, Fleet Street, London, England 
ESTABLISHED 1846 
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STANDARDIZED 
Fast Selling 
Electric Cleaners 





“STANDARD” SPECIAL” “JANITOR” 











\ light-weight, easily oper A large and powerful A still more powerful ma- 
ated, conveniently designed. household machine with four- chine—especially designed for 
iunits snnteneiad Cletiex teen-inch nozzle. For large extra-heavy duty. Adapted to 
; ‘ houses and apartments where service in large buildings, 
for home use fast cleaning is required. hotels, stores, ete. 










A LINE YOU CAN AFFORD TO PUSH 


When you sell the OHIO 



















Another thing—when you 













Line you're not obliged to sell o 
9 ’ letertoaecie \ - offer your customers an 
any and every customer one X \ 2 ; 
and the same size machine 2a OHIO you can do so with 
regardless of his needs. The ‘G ny confidence not only in _ the 
() () ne . SACINGO < : (ggg “7 e ° 
| iy — csasegee as it FZ efficiency of the machine but 
does three distinct models, en- Adjusti % . A : 

se ’ justin Nan te wanes tianle — 
Enna pein epeage coset agen oie in the Company back of it 
tomer a Cleaner that is not byron a concern whose policy and 


only highly efficient, but of 
just the weight and power best 


suited to the requirements of Roller Bearings 


the case. 


determination is to give real 


service and _ satisfaction to 





RIGHT SPEED every dealer and user. 














Investigate the OHIO Line—investigate us—satisfy yourself of the truth and moderation of the above 
statements. If you do this you will decide that the OHIO Cleaners are the logical ones to offer your 
customers 


Write for details of our proposition and dealer prices. 


THE UNITED ELECTRIC COMPANY 


The Wise-Harrold Electric Company—Department O. 
CANTON, OHIO 


Wealso manufacture and sell the famous Tuec Stationary Cleaners, more of which are installedthan all other types combined 
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Standard-ize 
Your Electric Range Business 
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| NOT “BRAG’—BUT PACTS 


the first electric range to have an automatic time-clock regulator. 

the first electric range to have a cooking compartment, or “steamer” 
improvement over the old “fireless cooker.” 

the first electric range to have a signal-lamp that showed whenever current was 
turned into the range, and which could be removed and lamp-socket devices 
attached. 

the first electric range to have successful, durable, rugged, “long-life” heating 
elements. 

the first electric range to have a master-switch, controlling all other switches on 
the range. 

the first electric range to be made of “ARMCO” rust-resistant iron, and pure 
aluminum linings. 

the first electric range having an all-aluminum lined, round-cornered oven, i 
which you can watch your baking 


i great 


a x 


was the 


STANDARD ELECTRIC RANGE 


made by 


The Standard Electric Stove Co., Toledo, Ohio 
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“HOW” Paper 


ERE, for the first time, is a paper conceived in the spirit of the electrical business—a 
monthly magazine that will reach out and into the work of the men on the firing line 

next to the final consumer. Electrical Merchandising will not tell how or why something 
might be done, but how it can be done. Electrical Merchandising will seek to answer three 
questions for every man in the selling side of this electrical industry —“How can I make my 
electrical business bigger?” “What methods or plans and materials or equipment or stock 


do I need to do it?” 
the Electrical Trade, is the Answer Book. 


For the CONTRACTOR 


ABOR, material and overhead, pay- 
roll, stock-room and cost-of-doing 
business—these problems the contractor 
: has always with him. Electrical Mer- 
yaaa chandising will take up the making of 
bids. It will show how the form and 
method of making bids helps get orders, how to figure cost- 
of-doing business, simple systems for keeping track of time 
and material on jobs, what new way there is to handle 
some unusual job, how to get jobs by suggesting some- 
thing new, where to get material, how to build up a local 
business, tools and appliances and so on. Not everything 
in every issue but something in all issues that will make 
every contractor say “I wonder why I never thought of 
that before.” 








Pa 
. ae For the DEALER 
bY LECTRICAL MERCHANDISING 


will summarize each month for the 
dealer not only the newest and latest de- 
vices and appliances to buy but how they 
SSS can be sold. Seasonable articles will tell 
=— how to conduct local campaigns to meet 
the demands of the month. Special articles and depart- 
ments showing how to do local advertising, how to put 
your name before your community in a new way, how 
other men have given their shops or stores individuality, 
how to keep down store costs, what to buy and where to 
get it, how to mark up goods, and so on. Live dealers will 
contribute to the columns of Electrical Merchandising. 
Twelve times a year every dealer who reads will attend an 
idea-convention in “Electrical Merchandising.” 


For the 
CENTRAL STATION MAN 


DEAS that can be turned into business 
—ideas on selling the local manufac- 
turer, the business man and merchant 
2 and the housewife. Schemes, plans and 
methods that tell how to widen the application of electricity 
in your town, not methods that may sell, but ideas that 
have brought business. How to build up a local electrical 
league, what makes an electrical show pay, novel ways to 
advertise, something new to sell old customers, and so on. 
Photographs and pictures, diagrams and charts where they 
will help make an idea clear. 





“How can I use them?” 











Electrical Merchandising, the Magazine of 


uate| For the JOBBER 


RTICLES that deal with the jobbers’ 

problems, credits, short orders, ris- 
ing costs of business, routing sales 
forces, keeping in touch with new de- 
velopments, what the supply manufac- 
: MS turers are doing, trade names and labels, 
branding and re-packaging and so on. Electrical Merchan- 
dising will live up to its name—A Monthly Magazine of the 
Electrical Trade. Every jobber and every jobber’s sales- 
man will want his own copy. 


| For the SALESMAN 


LECTRICAL MERCHANDISING 
will take up the questions of per- 
sonal salesmanship. Each month in spe- 
cial articles and departments will be pre- 
sented methods and plans by which men 
=~ on the road keep in touch with the house, 
get the buyer’s ear and the name on the dotted line. Tips 
on new appliances and devices, what other men are doing, 
the gossip of the trade, which helps extend acquaintance- 
ship. Electrical Merchandising will be the clearing house 
for what’s happened since the last trip. Coming once a 
month, Electrical Merchandising will be mailed to your 
house or to your office—as you prefer. 


NTIMATE contact with the distrib- 
utor and his problems, what other 
N manufacturers are doing, how to find and 
2 MS | build up local agents, where to get de- 
= Fie vices and fittings. Special articles for 
ees FH vit the local fixture manufacturer, mate- 
rials, selling and labor questions, the inspection problem, 
and so on. Because Electrical Merchandising is planned 
for the men who install and sell electrical appliances, 
devices, supplies and machinery, it will be the “Master 
House-Organ” for all manufacturers selling to the trade. 
Some manufacturers mail a house-organ to their own lists. 
Electrical Merchandising will combine the force of many 
house-organs and get the message of how to build a bigger 
business to every distributor who reads it. In helping its 
readers to solve their sales problems, it will help the 
manufacturer to solve his. : 








Note the coupon below. Fill it in, mail it today. It will pay you over and over again. 


10-15-16 


To ELECTRICAL MERCHANDISING, 239 West 39th Street, New York 
I ACCEPT YOUR SPECIAL HALF PRICE INTRODUCTORY SUBSCRIPTION OFFER. 


$1.00 herewith, with the proviso that you will cancel my subscription and refund my remittance, if I notify you 


that I am not satisfied with the first three issues received. SEND TO... .......6ccccccccdceccecccecdesseeses ese acseee 
NS Ba Fos dN, tat bee pia biases ctbin dips aes ee ee ee Po sd. bo oan on aed indy a ee a cere Oe ee ee 
NATURE OF BUSINESS OF COMPANY.......ccccccccsccseces SE |S eT ST ST ee. Se Tr en ee 


Special Yearly Subscription Rates Now: Domestic, $1.00; Canadian, $1.50; Foreign, $2.00. Regular Yearly Subscription Rates are: 


Domestic, $2.00; Canadian, $2.50; Foreign, $3.00. 
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A Set of Books Intended 
to Standardize Methods 


Pee 










H STHDY COUR 
HOME STUDY 
IN 


The Home Study Course 
in Practical Electricity 
gets you to the point 
quickly—hence its value 
for both study and refer- 
ence—to both beginner 
and expert. 


Asking the question as 
you would ask it, the an- 
swer is regulated by 
some parallel case that 
has taken place in the 
past. In this manner 
conjecture is eliminated. 


PRACTICALELECTRICIN 


$6 “Jor the 
Eulire Course 


“Payable $1 per month 





The keen competition in electrical engineering of late years has forced the need for 

a more accurate and complete training of those who would succeed in this work. 

The wide variance in the principles and applications of the numerous electrical books 

has in many instances caused serious contusion in the mind of the reader, rather than 
assisting him to a thorough grasp of the correct principles of actual electrical practice. 

The author of the Home Study Course in Practical Electricity, W. H. Radcliffe, in his 

long and varied experience in electrical engineering, has had this state of affairs brought 
home to him so often, especially in recent years, that he finally set out on the construc- 7d) 


tion of a set of bdoks taken right from electrical work, and about the correctness e 

of which no question could arise. AN 

He was determined that this set of books should play an important part in ® 

standardizing methods in all branches of electricity. ss 

He was determined that each item of information should be couched in 

such language that even the beginner could comprehend without the least . » e* 5c 

difficulty. P & ws 

It is now found upon the completion of the work that the most x os yf A 

perplexing problems that can be encountered in electrical practice ~ s oF & 

have been solved in plain words and plain mathematics—which od) 2 ££. ° go # 
S yy” 4@ c x 


you will agree is an unusual accomplishment for any elec- 


4 c © > 
trical book. ‘~) sf ae os 
: P 2 a eee 
We would like an opportunity to prove to every reader >. Ps PP Fo 
of Electrical Merchandising that every man having to “ Me - 
do in any way with electricity should possess Rad- ~ Sf ee 
cliffe’s Library. You fill out the coupon. We MF eo FS 
do the rest. / er s® ©. - 
s - > (8) 
te de ire 
Go 2 \” oe _ 
H Ay > <r oe .. 2 . 
Gb; ae ee 
- a Se ee rr 
239 West 39th Street, New York 9 MES PST oP” os! 
LR & ow % ba ox oy >" 


Publishers of books for Electrical Merchandising 
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IF YOU ARE 


An executive, an editor, or connected with a Business 
Paper in any capacity; 







an advertiser in a Business Paper; 


an advertising agency or service man; 


a teacher of advertising, 








or an “advertising man’’— 


YOU ARE INVITED 





—to attend the annual convention of the ASSOCIATED BUSINESS PAPERS which will 


be held at— 


THE HOTEL ASTOR, NEW YORK 


October 26, 27 and 28 


conventional meaning. 


Better mark these dates on your calendar now) 


We use the word “convention” because we must, but in this instance, it is far from having the 
This gathering of the men who control and use the great highways of 


business news and thought will mark the opening of a new epoch, not alone in the progress of 


business journalism, but in advertising itself. 


For publishers, there will be open forum 
sessions for the tree discussion of problems 


oft good 


s 


relating to every phase of the making 


business newspapers 


For Advertisers, there will be an exhibit of 
successful advertising campaigns, including the 
plan, the copy, the supplementary work, the 
results. Ideas that have produced thousands 
of dollars, that have cut the cost of selling, will 


be show: 


in complete detail. 


A. A. GRAY, President 
608 So. Dearborn Street 
Chicago, Ill. 





(And this is not a mere figure of speech.) 





Better make up your mind to come. 


THE ASSOCIATED BUSINESS PAPERS 


Succeeding the Federation of Trade Press Associations) 





Advertising agents and service men, ill 
hear real experts tell how to produce resultful 


business paper copy, and will get many valuable 
ideas on the practical use of the trade and 
technical press. 


The far-seeing, progressive agency man will 
also be not a little interested in the helpful spirit 
of co-operation that is being developed between 
his type of agency and the business press. To 
such, this will be an unusual opportunity. 















For all, there will be an upward urge, new inspirations, a freshened enthusiasm, and three days 
in the world’s metropolis at the most delightful season of all the year. 





JESSE H. NEAL, Executive Secy., 
231 W. 39th Street, New York City 


(Temporary Address) 
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can count on 


MAZDA 


we know that Service 


ing your own customers. 


Hartford, Conn. 





Remember— 
The Name of Franklin 
Helps You Sell........ 
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gives you strong support. 


now. Sell the Franklin Mazda. 


: 





‘When Time Presseth’’ 


From ye olde Gallerie of Ben Franklin, 1758: 


We do not beg for Rush 


Orders. But we win many 
friends by taking care of them. 
For “when time presseth’ you 


THE FRANKLIN 


The Mazda Standard is the 
Mazda Standard—absolute per- 


fection in Lamp Quality. But 


means 


equally as much to you in satisty- 


Franklin Service keeps you out 


of trouble. Franklin Advertis ing 


Beg in 


The Franklin Electric Mfg. Co. 


( FRANKLIN 
U 


oa 














The newest addition to the big Pittsburgh line of 
fast selling specialties 





Announcing the 


Pittsburgh “F.A.” 





A splendid new cleaner—a ma 
chine that will please every 
customer and make your “cleaner 
campaign a big success. 


Has 14 inch nozzle, revolving 
-  brush—large air 
chamber—every 
feature that the 
housekeeper looks 
for. 


It retails at $18.50. 
Attachments extra. 
Liberal discount 
for campaign pur- 
poses. 


Send for literature. 


we. Pittsburgh Electric Specialties Co. 
<< ee a Bie Pittsburgh, Pa. 
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The Porcelain Enameled Reflectors of Quality 


ABOLITES 


THE INDUSTRIAL ABOLITES are 
uniform and correct, thoroughly ventilated 
with best heat radiation, therefore longer lamp 
life. Readily installed, the cost of maintaining 
Holder Socket, Dome Type them bright and efficient is always a minimum. 

In bowl, dome, diagonal, enameled holder- 
socket, boulevard and street front types. 

The line that is always foremost in real 
merit. 





Holder Socket, Bowl Type 


Have you a copy of the new 
ABolite Catalogue 137-A? 


Have you also looked into the merits of A-B 
transformers? They are being adopted by the 





Beiter Socket, leading buyers. ‘iil “Witiae, “Bictak Rta 
The Adams-Bagnall Electric Co., Cleveland, Ohio 
Manufacturers of Industrial, Commercial and Street Lighting Equipment; 
Electrical Apparatus with both Lighting, Power and Constant-Current Transformers; 


Merchandising and Engineering Merit} Gyrofans; Oscillating Fans; Auto Electrical Accessories 


Write now for data or quotation on your requirements! 



























HIGH STARTING TORQUE— 


Cx 


fractional horse power 
(1/10 to 1/4 h.p.) 


SINGLE PHASE MOTORS 


develop a starting torque (pull or turning effort) 
of more than 3 times full load torque, enabling 















Do It the Modern Way 


Etch-O-Lite gives you a permanently frosted 
lamp in a fraction of the time and cost of the 
present methods. 

The operation is so simple a boy can do it— 
just dip the lamp in the container, remove the 
excess material with your fingers, and the lamp 
is frosted—forever. 

Etch-O-Lite is absolutely safe—your hand 
can be held in it with safety. 

Test it out—get a small quantity today. 














them to successfully ope- 
rate such apparatus as 
requires considerably 
more torque to start it 
than to keep it in motion. 
A fuse which will protect 
under full load is usually 
of ample capacity for 
starting. 





Other sizes up to 40 Horse Power 
Repulsion start—Induction Type. 


THEY-KEEP-A-RUNNING 


CENTURY ELECTRIC COMPANY 
19th, Pine to Olive Sts., St. Louis, Mo., U.S. A. 






Union Electric Company 


Sole Selling Agents for the United States 
Terminal Warehouses Pittsburgh, Pa. 









Sales Offices in Principal Cities. 211 
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The 


Laun-Dry-ette 


The Modern Washing Machine 


It Washes and Dries the clothes without 
handling, or without the use of a hand 
or power wringer. 





Phantom View 
Tub Lowered Ready to Wash 


N all Copper Washing Machine that 

combines in one tub the features of 
washing and drying the clothes Without 
Rubbing or Wringing, and without the 
slightest injury or wear to the clothes. It 
washes and dries heavy comforts, 
cate laces. 


or deli- 
A full tub of clothes washed 
absolutely clean in ten minutes 
in ONE 


and dried— 


MINUTE. 


wringer dry 


Write for descriptive literature 
and details of profitable dealer 
proposition. 


Manufactured by 


The Home Specialty Mfg. 
Cleveland, Ohio 


Co. 


Write for descriptive matter and give name of your electrical 


or hardware dealer. 
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Cost LEss To SELL: 





PRODUCTS 


and the y 


Stay Sold. 


There are no Comebacks Each one sold is a 
salesman at work influencing neighbors and friends 
to buy other Royal Machines from you. 


Royal 
machines 
ice free 


Machines last years longer than ordinary 
and they give uninterrupted service—serv- 
from repairs and regrets. 


Don’t Judge 
handle. 


Royal Products by the lines you now 


The Royal Line is founded on basic quality 





They are made to render 
a service, not to sell at a 
price—One of the first 
on the market, it has al- 
ways been the standard 
which others have ap- 
proached, but never 
reached. 


Made for Stationary 
Tubs—The 
principle 


Vacuum Cup 
They cannot 
tear, damage or 
ciate the 


depre- 
washing in any 
sold sells the 
neighborhood. 


way. One 





HAIR DRYERS 


VibRATOousS 


Standard for the Home, 


They dry the hair rapid- 
best for ly, : thoroughly They 
avoid coughs, colds and 
grippe that often result 
from wet hair. Every 
woman is a prospective 
buyer. 


they are also 
Barbers and Hair Dress- 
ers, Sold 


Physicians, 


largely to 
Physical Di- 
rectors, Masseurs, etc. 
Dealing with the P. A. Geier Co. you will be 
certain to get 
Deliveries 
Repairs 
Parts 
Electros 
papers ) 
Window 
plete) 
Booklets 
Folders 
Cutouts 
Mail Campaigns 
Letter Heads 
Movie Slides 


Royal 


(For News- 


Trims (Com- 


Write for our 
about them. 


Book of Service that tells 


The profit on Royal is as large as you can make on 


any cleaner—and you don’t pay it out in Repairs 
Comebacks and lost customers. 


THE P. A. GEIER CO. 


5104 St. Clair Ave., Cleveland, Ohio 


Wii Mju 











sy 
WQQWQVU 


MQAY 


WAM AVW MMMM MAAAAAGIAPFPFE HAAG-—_|d-AM-G-AP/Fj'0 


MQW". 


WM MINNOW B-FEEMd Md KDW "EBF"EFPpPEp"”T"» FEBEe_FT DW’DTEBbU Cg Dn B59 8 9 


Z 


SN 


























ELECTRICAL MERCHANDISING 


Vol. 16. 

















7, 








4 





ATISEAGTION the G22 BRINGS 
WILL HELP 


a 


O SELL an Electric Cleaner that is trouble-proof 

and absolutely safe-guarded by a worth-while Fac- 
tory Guarantee, encourages customers to look with 
favor upon other electrical appliances for cooking, 
ironing, washing,—or that will perform other house- 
hold tasks merely at the turn of a switch. 
APEX Dealers are making big drives for Larger Sales. 
Better find out all about THE APEX! 


YOU SELL 


OTHER THINGS 





That’s how 





Cleaner Selling. 





From NOW until Xmas is a big 
Write us for 
the APEX.,—Get our Money-Making Proposition! 


season in Electric 


Full Particulars About 





The APEX Electrical Mfg. Company 











OFFICES & FACTORY 


Cleveland, Ohio, U. S. A. 


111L POWER AVE 
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Main-Electric-Light 


A complete line of Main Plants to select from, as 7 
light (16-C.P.), size at $76.95, 12, 37, 50, 75, 100, 150 
and 200 light upward. 

\ quality plant with over 5 years’ demonstrated ability. 
The Main Agency—means our co-operation, sales 
helps, and the benefit of our National Farm Journal 
Advertisement. 


If your territory is still open, better arrange for the 
sale of Main Electric Plants. Supplies and _ wiring 
accompany most sales. 


Write for our 80-page catalog and Dealers’ discounts 
today. 


MAIN ELECTRIC MFG. CO. 
PITTSBURGH, PA. 


























Satisfy Your Trade 
with 


LEE ELECTRIC 
RADIATORS 


In chilly weather. 





Attach to the lamp 
socket in the bedroom 
or sun parlor, wherever 
heat is needed. 


Ask the Leading 
Jobbers. 


THE LEE 
ELECTRIC RADIATOR 
COMPANY 


126 S. Michigan Blvd. 








Chicago 


750 watt size. Aptel’s System Electric Heating 
































Insulated Wire 


made to higher specifications and tested—every 
inch. Made for every purpose where rubber 
covered wire is used. 


Stamped “ECCO” every 3 feet 
THE ELECTRIC CABLE CO. 


10 E. 43d St. New York 


#0 ECC O Fa FE SSS POEL BOLE 
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MAZDA LAMPS 


The absolute quality test of an incandescent electric lamp 
comes when that lamp is operated. Actual performance can- 
not be gainsaid. Buckeye MAZDA lamps pass this final quality 
test because they invariably give a high standard of lighting 





service. This is seen principally in candle-power maintenance, 


efficiency, durability and uniformity. 


Why not enjoy the benefit of Buckeye quality and have 
besides our unrestricted co-operation in your sales promotion 


activities : 


Che Buckeye Electric Division 


National Lamp Works of General Electric Co. 


Pittsburgh 
Fulton Bldg. 


Chicago CLEVELAND, OHIO 
54 W. Lake St. 


Member Society for Electrical Development—‘Do It Electrically” 
y } 





NET malaar ele 
PROTECTING MATERIAL 
“UNION” FUSES 


include not only approved N. E. 
C. Std. sizes, for 250 and 600 
volt service, but also “Old 
code” fuses and those for 
2500 volts. 


Power, Lighting, Rail- 
way, Telegraph, Navy 
and other fields 
are covered. 
If you have 
special require- 
ments not met by 
our catalog No. 28, 
tell us of them. If 
you do not have this 
catalog, write for a 
free copy. 


Our aim is Good Goods and 
Prompt Service. 


“Union” Fuses and Cut-Outs are 
carried by Leading Jobbers. 


Write today for Catalog No. 28 


ae Cuicaco Fuse Mr6.Co. 


CHICAGO NEW YORK 
















































MR. DEALER: 


Will You Sell the 
Farmer the Bat- 
teries He Is Going 
to Buy? 


Within the past five 
years ONE-THIRD of 
the farmers in this 
country have become 
owners of gasoline en 
gines. 
Within the next five 
years AT LEAST half 
of these farmers are 
going to use their en 
gines to their FULL- 
EST EFFICIENCY— 
are going to GEN- 
ERATE ELECTR 
ITY with then n 
slack hours 
and power 
All this means a tre- 
mendous increase of 
business in STORAGE 
BATTERIES—for YOU 
if you line up with 
the right kind of 
STORAGE y 
IES That is the 
strongest reason why 
you should secure ter- 
ritory for 


UNIVERSAL 


Batteries and Lighting Plants 


The UNIVERSAL Battery Cell has been for years one of the best 
known and largest selling BATTERIES on the market. A wide, eo 
continuous advertising campaign constantly makes it better 
known—more eagerly bought—'‘‘The Cell That Sells.’’ ¢ 
You can cash in on this reputation and advertising if you act o 
NOW. Other dealers are making big profits. Handle the ¢ 
UNIVERSAL Storage Battery and enjoy constantly in- ¢ tp 
creasing sales. o Co : 
Send for our special 1916 proposition. We have a ¢ Se ” 
mighty attractive offer to make to live dealers. "Be — 
You owe it to yourself to at least get the details. 4% (Gentlemen: 
Tear off the coupon and mail it now. ¢ I lease send 
r) full informa 











thon on your 


- ¢ 
Universal Battery Co. 67 sitio. 
3433 S. La Salle St., Chicago, Il. ,@ “®™® ree 


o Address 
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WARD LEONARD 


Enamelled Resistance Unit 









“AMERICAN BEAUTY” 
ELECTRIC IRON 


A 3000 Ohms Resistance in a When your customer demands something more 


Unit °/1«’ Wide by 1°/;’ Long 


Each unit is composed of a porcelain tube wound with 
a special resistance wire of practically zero temperature 
co-efficient. The tube after being wound with wire is 
covered with a vitreous enamel which holds the wire 
firmly in place. The copper connecting wires or terminal 
leads consist of round copper braids each composed of 
a large number of flexible copper wires. Grounding is 
absolutely impossible as the support is composed of the 
most perfect insulating material. 

The finest wire when properly embedded in the special 
enamel used for these Ward Leonard resistance units is 
entirely free from any mechanical strain due to the 
heating and cooling and is perfectly protected against 
all oxidation or other chemical depreciation, such as is 
invariably met with where fine wires are exposed to 
the air at any part of their length or are embedded in 
any materials such as cement, japan, sheliac or any 
other insulating material thus far used, with the single 
exception of enamel. 


Ward Leonard Electric Co. 
Mt. Vernon, N. Y. 





than a plain electric iron; when she wants an 
iron that is guaranteed for all time, finished to 
the highest degree possible, balanced to a frac- 
tion of an ounce; in fact when she demands a 
“SUPER IRON” sell her an 
“AMERICAN BEAUTY” 
The Best Iron Made. 


Catalog and discounts upon request. 


American Electrical Heater Company 
Detroit, U.S. A. 
Oldest and Largest Makers in the World 
































ao 


use the 


T. J. COPE, 





For Underground Equipment and Appliances 















Cable Rack Conduit Rod 
Bond Plate Bond Wire 
Winch Capstan 
Guard Rail Cable Reel Jack 


Catalogue on request. etc., etc. 


1620 Chancellor Street, Philadelphia, Pa. 














































MR. DEALER "2s", x PROOF! 
° customers you need * 
When disputes with customers arise over performance or fitness of electrical apparatus, 


don’t argue—get the PROOF. Let us test the article. Our impartial and authoritative report 
settles the matter—satisfies all—at small cost. 


LET US UMPIRE YOUR DISPUTES 


Electrical Testing Laboratories 80th Street and East End Avenue, New York City 





DUMORE***'3""" MOTORS 


7 FROM %100TO /cHP-A HIGH-GRADE MOTOR 
For Every PurposeUniversalOperatesOnAC°r DC. 


WRITE FOR LITERATURE 





Wisconsin Electric Co. EJ Dumore Bldg. Racine Wis.’ 
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POSITIONS WANTED 


Good Man Wants Position 


Electrical and mechanical 
Charlottenburger Hochschule, 15 years’ ex- 
perience in testing machinery, projecting 
and acquiring, installation and supervision of 





engineer, age 39, 


big power plants, especially in Mexico and 
South . America. Knows perfectly Chilean Ni 
trate installations. Speaks German, Spanish 


and French. Box 18, Elec. Merchandising. 


Do You Want a Job? 

How many firms in your 
ability? Possibly a dozen. 
depend on one of the 


line know of your 
Are you going to 
dozen to give you a 


job? Or will you take the better chance of 
getting a really good job by putting your 
qualifications before the 10,000 readers of 
Electrical Merchandising. <A _ little Search 
light ad at 2c. a word gives you that better 
chance 


Salesman or Salesmanager 
Young, energetic, college 
acquainted electrical 
and quantity buyers. 


education, thoroughly 
and automobile jobbers 
Correspondence invited 


from high grade manufacturers. _ Address 
“Experienced,” P. O. Box 1377, New York 
City. 





POSITIONS VACANT 





Can You Use a Good Man? 


Men who are ambitious for larger opportunities 
who are competent to fill better positions 
than they now have—can be reached through 
little announceme nts under the heading ‘‘Po- 
sitions Vacant’; cost 3c. a word, minimum 
charge $1.50 an insertion. 





AGENTS WANTED 


Publisher Wants Agents 


Agents wanted to sell Croft’s American Elec- 
tricians’ Handbook to everybody in the elec- 
trical business. Liberal commission proposi- 
tion. Send name and address to Agency Di- 
vision, McGraw-Hill Book Company, Inc., 239 
W. 39th St.. New York City. 


Agency Wanted for New York 

We are in a 
count. If 
| engineering 

have had 20 

| 

| 


handle another ac- 
efficient sales and 
write to us. We 
experience in the 
fields and ask your 
Corp., 152 Lafayette 


position to 
you desire an 
representative, 
years’ active 
mechanical 
Dale-Rey 


electrical and 
investigation. 


St., New York. 


BUSINESS OPPORTUNITIES 


Business For Sale 


Electrical contracting and supply business in 
Southern town, population 15,000. Business 
is well established and making money. 


Reasons for selling good. 
chandising. 


30x 17, Elec. Mer- 


MISCELLANEOUS WANTS 





Motors Wanted 


We are in the market for several A.C. and 
D.C. motors, and also some plating dynamos 
any size or make. Write us what you have 
to offer. Schwertz & Land, 207 Centre St., 


New York City. 





The 





‘*Kazoo”’ Variable Speed, Single 
Phase A. C. Fractional H. P. Motors, 
Exhaust Fans, 
Printing Press 
Motors, etc. 





Prompt Deliveries. 


Dealers invited to 
write regarding prices 
and discounts. 


R. P. WARNER ELECTRIC CO. 


KALAMAZOO, MICH. 








FOR SALE 


A Metal Opportunity 


Take advantage of the high prices of metal. We 
are cash buyers of all grades of scrap meta 
Our specialty is buying electric plants, st 


age battery plants, storage battery plates and 


sediment. We buy small lots as well as large 
lots. Write us and tell us what you have ar 
we will be pleased to quote you prices Na 
tional Metal & Rubber Co., 30-31 India Wh: 
Boston, Mass 
Belted Alternators 

Immediate shipment—250 kva. rev. field Bullock 
Allis-Chalmers 600 r.p.m., 3 as ase, 60 cycle, 
440 volt (can be amaael for 220 volt : 
also switchboard and exciter. 140 kva, rev 
field Westinghouse alternator, 720 r.p.n 3 
phase, 60 cycle, 440 volt (can be reconnected 
for 220 volt), also switchboard and exciter 
100 kva. rev. field Westinghouse alternator 
type G, 900 r.p.m., 3 phase, 60 cycle, 24uU 
r.p.m. (will reconnect for 2 phase or 3 phase, 
440 volt—220 volt). Write for complete stock 
list. Standard Electric & Elevator Co., Foot 


Calvert St., Baltimore, Md 


Beware of the Junk Pile 


The junk pile is last little F 
Sale 
the first and most profitable means of 
money for used equipment An 
of $1.50 may bring you some 


this for others 


the resort—a 


ad in this Searchlight Section should be 
getting 
investment 
real 


returns, 


It has done 





ELECTRICITY! 


ERE’S just the book on Electricity that you need to 

answer your many questions—to solve your knotty 
problems, to teach you new kinks, to be your memory 
for tables, rules, formulas, and other we and 
Mechanical facts. 
trical Engineer's Handbook within easy reach an hour 
or aday need not be lost “di 
rule, some unfamiliar fact; 
complete index and get it 
subjects treated are: 


With this ‘Little Giant” I. C.S. Elec- 
‘digging up”’ some forgotten 

you'll just turn to the very 
"ed in a jiffy.”” A few of the 





















































Rememiber— 





Electricity & Magnetism; Batteries; Circuits; Magnets; Direct 
& Alternating Currents; Dynamos & Motors; Beits; Shafting; 
Electroplating; Electrical Measurements; Meters; Arc & In- 
candescent Lamps; Mercury-Arc Rectifiers; Transformers; 
Insulation; Electric Cars; Single and Multiple-Unit Control; 
Transmission; Rail Welding; Tables of Wires—Sizes, Capac- 
ities, etc.; Mathematical Rules, Formulas, Symbols; Tables 
of Constants, Equivalents, Roots, Powers, Reciprocals, Areas, 








For a limited time only. 
Electrical Merchandising. 
Special subscription price 
is One Dollar. 


Two Dollars. 
Send your order today. 





The regular price is, and will be, 











Weights & Measures; 

Principles of Mechanics; First Aid, etc 
The Electrical Engineer’s Handbook is one of 22 I. C. 
books covering 22 Technical and Commercial subjects, ‘alle qually 
crowded with value. 
condensed into pocket-size volumes ready to go with you any- 
where and be at instant command. 
in cloth, red edges, 
readable type on good quality book paper, with an illustration 
at every point where a picture will help. 
The regular price is $1.25, 7 ~~ ~~ ™ Tear out HERE ~~ 
but for a limited time you | 
can buy the ones you want, 
postpaid, delivery guaran- | ! enclose $ 
teed, for only 50c each. 


You Run No Risk! 
Money Back if Desired! C) Civil Engineer's = 


INTERNATIONAL 
CORRESPONDENCE SCHOOLS | 


Box 9301, Scranton, Pa. | 


Chemistry; Properties of Metals; 
S. Hand- 
They have the contents of a full-size book 


All are substantially bound 
goldleaf stamping, printed from new, clear, 





i. C. S., Box 9301, Scranton, Pa. 
for Handbooks marked X. 
(} Electrical Engineer's 
2 Teleph. & Teleg. Eng.’s 

|} Mechanic's 
|} Steam Engineer's 


} Chemist's 
Bookkeeper's 

) Advertiser's 

} Salesman's 


| | Farmer's 
) Concrete Engineer's ) Poultryman's 
Building Trades } Automobiles 


Name 





Address 
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This is the Guide for the Buyer _ 
in the Market for Electrical Merchandise 


Those concerns which advertise in Electrical Merchandising put their products im 
the Spot-light of Publicity and live up to the claims they make. They are listed below. 











Batteries, Dry. 
interstate 
Western Electric Co. 

Batteries, Storage. 

U niversal Battery Co 

Books, Electrical and Technical. 
International Corresp. Schools. 
McGraw-Hill Book Co. 
Scribner’s Sons, Chas 

Boxes, Fuse. 

General Electric Co. 

Soxes, Junction and Outlet. 
General Electric Co 

Cable Bond Plates. 

7. J. Cope. 

Cable Clamps 
Union Elec. Co. 

Cable End Bells. 


interst 
F useés. 


Globes, 


Heating 


J. Cope 
Cable Racks. 
J. Cope. 
Cable Winches. 
T. J. Cope. 


Circuit Breakers. 
General Electric Co. 
Westinghouse El. & Mfg. Co. 
Clusters. 
Federal Sign System (Electric) 
Conduit, Flexible. 
Tubular Woven Fabric Co. 
Conduit, Interior. 
Tubular Woven Fabric Co. 
Conduit Rods. 
T. J. Cope. 
Controllers, Motor. 
General Electric Co 
Westinghouse El. & Mfg. Co. 
Cooking Appliances, Electric. 
American Electrical Heater Co 
General Electric Co. 
Landers, Frary & Clark. 
Standard Electric Stove Co. 
Western Electric Co. 
Westinghouse El. & Mfg. Co. 
Electro Magnets. 
Ward Leonard Elec. Co. 
Fan Motors. 
Adams-Bagnall Electric Co. 
Century Electric Co. 
General Llectric Co. 
Western Electric Co. 
Westinghouse El. & Mfg. Co. 
Fans, Exhaust and Ventilating. 
Adams-Bagnall Electric Co. 
Westinghouse El. & Mfg. Co. 
Fixtures, Electric and Gas. 
Adams-Bagnall Electric Co. 
Federal Sign System (Electric). Motors, 
Mohrlite Company. 


Lamps, 


Main 


Pettingell, 
kilectric Novelty Co. Flashlights. 
ate Electric Novelty Co. 


Chicago Fuse Mfg. Co. 

General Electric Co. 

Wester 

Westinghouse Elec. & Mfg. Co. 
Fuses, Refillable. 

Federal Sign System (Electric).|Motors, Fractional H. P, 
Shades, Etc. 
Adams- 
Pettingell Andrews Co. 


American Electrical Heater Co. 
Landers, Frary & Clark. 
Pittsburgh Electric 


oO. 
Standard Electric Stove Co. 
Western Electric Co. 
Westinghouse El. 
Instruments, Electrical. | 
General Electric Co. 
Westinghouse El. & Mfg. Co. | 
Insulating Materials. 
General Electric Co. 
Westinghousé Elec. & Mfg. Co. | 
“Ironing Machfnés,: Electric. 
Hurley 
Irons, Electric. 
American Electrical Heater Co. Receptacles, Sign. 
ee Electric, Specialties 


Ww cottaghoute El. & Mfg. Co. 
Lamps, Arc. 

Adams-Bagnall Electric Co. 

General Electric ‘Co. 

Westinghouse Elec. & Mfg. Co. 


Buckeye Lamp Division. 

Edison Lamp Works. 

Franklin Elec. Mfg. Co. 

General Electric Co. 

National Lamp Works. 

Westinghouse Lamp Co. 
Lanterns, Battery. 

Interstate Electric Novelty Co.| 
Lighting Plants, Isolated 


Lighting Units. 
General Electric Co. 
Westinghouse Elec. & Mfg. Co. 
Line Material. 
General Electric Co. 
Western Electric Co. 
w a El. & Mfg. Co. 


Century Biectric Co. | 


General Electric Co. 

Warner Electric Co., R. P. 
Western Electric Co. 
Westinghouse El. & Mfg. Co. 

Motors, D. C. 

General Electric Co. 

Western Electric Co. 
Westinghouse El. & Mfg. Co. 


Andrews Co. ' 


n Electric Co. 


Westinghouse Elec. & Mfg. Co 

Wisconsin Electric Co. 
Panel-boards. 

Adams-Bagnall Electric Co. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Specialties| pole Line Hardware. 

Western Electric Co. 

Westinghouse Elec. & Mfg. Co. 
Protective Devices, Electric. 

General Electric Co. 

Westinghouse Elec. & Mfg. Co. 
|Radiators, Electric. 

Lee Elec. Radiator Co. 
Ranges, Electric. 
| General Electric Co. 
Standard Electric Stove Co. 
| Westinghouse El. & Mfg. Co. 
| Receptacles. 

General Electric Co. 


Bagnall Electric Co. 


Devices, Electric. 


& Mfg. Co. 


Machine Co, 


Federal Sign System (Electric). 

Westinghouse Elec. & Mfg. Co. 
Rectifiers, Mercury Arc. 
| General Electric Co. 

Westinghouse Elec. & Mfg. Co. 
|Reflectors. 

Adams-Bagnall Electric Co. 

General Electric Co. 
Resistance Units. 

General Electric Co. 

Ward Leonard Elec. Co. 

Westinghouse Elec. & Mfg. Co. 
Rheostats. 

General Electric Co. 

Ward Leonard Elec. Co. 

Westinghouse El. & Mfg. Co. 
Searchlights, Electric Auto, Etc. 


Incandescent. 


Elec. Mfg. Co. 


Co. 

Shade Holders. 

Adams-Bagnall Electric Co. 
Signs, Electric. 

Federal Sign System (Electric). 
iSign Letters. 
| Federal Sign System (Electric). 
Sirens, Motor. 

Federal Sign System (Electric). 


A. 


Sockets. 

General Electric Co. 
Supplies, Electrical. 

General Electric Co. 

Pettingell Andrews Co. 

Western Electric Co. 

Westinghouse Elec. & Mfg. Co. 
Switchboard Fittings. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Switchboards. 

General Electric Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Switches. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Switches, Time. 

Westinghouse Elec. & Mfg. Co. 
Telephones. 

Western Electric Co. 
Testing Laboratories. 

Electrical Testing Laboratories. 

Westinghouse Elec. & Mfg. Co. 
Testing Service, Electrical. 


Electrical Testing Laboratories. 


Theatre Dimmers. 
General Electric Co. 
Ward Leonard Elec. Co. 
Tools, Linemen’s. 
Western Electric Co. 
Westinghouse Elec. & Mfg. Co. 
Tools, Portable Electric. 
Wisconsin Electric Co. 
Tools, Underground Conduit. 
T. J. Cope. 
Transformers. 
Adams-Bagnall Electric Co. 
General Electric Co. 
Westinghouse El. & Mfg. Co. 
Vacuum Cleaners, Electric. 
Apex Electrical Mfg. Co. 
Geier & Co., P. A. 
Hoover Suction Sweeper Co. 
Hurley Machine Co. 
United Electric Co. 
Western Electric Co. 
Wisconsin Electric Co. 


Pittsburgh Electric Specialties}; Washing Machines, Electric. 


Home Specialty Co. 
Hurley Machine Co. 
Western Electric Co. 
Wires and Cables. 
Electric Cable Co. 
General Electric Co. 
Western Electric Co. 
Wiring Devices. 
General Electric Co. 





Save This Issue Because— 
It is the intention of the publishers of Electrical Merchandising shortly 


to present a new form of index of unusual value to readers. 


To get 


full benefit from it, it will be necessary for you to save each issue. 
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What’s Back of the Button? 


BLECTRIC AL 








If you could tear off 
the black wall of Mr. 
Modern Aladdin’s 
boudoir, you would 
find the little tube 
through which the 


big Genie came. 








DURADUCT of course! 


Being Modern, Mr. 
Aladdin would use 


the Modern single 





wall, flexible, non- 
metallic conduit with 
the “roller-bearing™ 


wireway. 






TUBULAR WOVEN FABRIC COMPANY 

MANUFACTURERS — PAW TUCKET, R I 

GENERAL SALES AGENT — A HALL BERRY 
T. NEW YOR 9 Ss INTON ST. 


87 WARREN 5 cl CHICAGO 








F.XEMPLAR SETS | 























Every 
30 Minutes 
Regular Regular 


Trade Price for the last Trade Price 
$6.82 $11.22 


Complete two years Complete 


Price, 14” Bowl —a SALE of Exemplar Sets 


$2.58 lhirty thousand sales of electrical fixtures in groups is some 
record for one brand of fixtures. 














Hall 
Ne ison 








Complete 
Thirty thousand sets to formerly UNWIRED houses is a bigger 
and better showing—an EVENT. 
The latter is the record of Exemplar Campaign Fixture Sets— 
sold through Contractors, Dealers and Central Stations. It’s the 


result of a simplified merchandising method. 


Those who have employed this method with our co-operation have 


Biggest Value of its Kind profited. 
Ever Offered Are YOU selling them? 
A sémi-indirect Bowl and hanger complete You buy Exemplar Sets complete at known cost—and you sell 
with canopy to match—suitable forHome, them at known profit—lump sales—lump delivery—lump profit. 
Store or Office Lighting. Carried in stock No bother or fuss in getting parts—you simply unpack and install. 
g g g I , ply uny 
for immediate shipment. It has sold on 


This is no experimental selling idea 
sight wherever shown. 





a sale every thirty minutes for two 


Our Booklet is a 
Order at Once— $2.58 years is proof—ample proof that the Sales Clincher 


Exemplar Set method is sound and a 
(In stock with 16 inch bowl for $3.14 : In the development 
paying proposition. of this business we 

i have supplied —_ 

is elem feditens maa tising matter which 
Will you take advantage of the Mcite cake the 


Pettingell -Andrews opportunities we can help to stir up in — 


Start something 


- town? . Look 
Company pons itorature “Wrte Jor 
Write us about it. —— 
Boston Mass. 
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Sell to the Baker this Fall 


Above are some of the new advertisements now running in practically all 
of the principal bakery papers to help motor agents make local sales for 


G-E MOTORS 


These advertisements emphasize the advantage of electric motor drive 
for the modern bakeshop and the dependable qualities of G-E motors for 
such service. They are being read by progressive bakers all over the United 
States. 


This is but one example of how the General Electric Company backs, 
with national advertising, the local efforts of its resale agents. 

Specialized assistance in local advertising campaigns is also furnished 
by the company’s advertising department through the Electrical Advertiser 
published bi-monthly. Did you receive your copy of the October issue? 


General Electric oe 





Atlanta, Ga. Cleveland, Ohio ‘ ° ‘ 1V New Haven, Conn St. Louis, Mo 
Baltimore, Md. Columbus, Ohio General Office: Schenectady, N.Y . New Orle: ae, La Salt 1. ake ¢ “ity, U tah 
Soca |Get ADDRESS NEARESTOFFICE AZ VERY, Site 
3 ’ igara Falls, } Cc Ny 
Buffalo, N. Y. Des Moines, Iowa Omaha, Neb. Se: attle, W ook 
Butte, Mont. Duluth, Minn. : : Philadelphia, Pa Spokane, Wash 
+ no omogg Ma Va ag Iva Xs a. Fla. pace ga ae g, Pa. coringnets, Mass 
Charlotte, N. C. Erie, P. oplin, Mo. Memphis, Tenn Portland, Ore. Syracuse, N. Y. 
Chattanooga, Tenn. Fort Wayne, Ind. Kansas City, Mo. Milwaukee, Wis Providence, R. I. Toledo, Ohio 
Chicago, Til. Hartford, Conn. Knoxville, Tern. Minneapolis, Minn Richmond, Va. Washington, D.C. 
Cincinnati, Ohio Indix inapolis, Ind. Los Angeles, Cal. Nashville, Tenn. Rochester, N. Y Youngstown, Ohio 


For Michigan Business refer to General Electric Company of Michigan, Detroit 
For Texas, Oklahoma and Arizona business refer to Southwest General Electric Company (formerly Hobson Electric Co.), Dallas, El Paso, 
Mouston and Oklahoma City. For Canadian Business refer to Canadian General Electric Company, Ltd., Toronto, Ont 
6399 
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WHOSE AD IS THIS ?— 


What is its Purpose? 


It is one of the series of advertisements continually running 
in magazines, popularizing the name 


Western Electric 


and creating a demand for electrical appliances bearing this name, 
which through national publicity and the high quality of the 
goods, is recognized as the “sterling” mark on things electrical. 


Who Benefits? 


One of the results of this publicity is that the Western Elec- 
tric Company is enjoying an ever-increasing business in its trade 
marked specialities. 





The resulting benefits are even more far-reaching—every 
central station,—electrical merchant—electrical contractor profits 
from this continual and insistent appeal to the public to “Do It 
Electrically.” 


But those profiting most are concerns that handle these 
nationally known electrical goods—those concerns that use the 
window displays, newspaper electrotypes, printed matter and 
other dealers’ helps that the Western Electric Company supply, 
free of charge, to their merchant customers to help them bring 
into their stores the business that this magazine advertising creates. 


There is ready for your use a definite and complete cam- 
paign for America’s Electrical Week. It is not too late now. 
Get in touch at once with our house nearest to you. 











Western Electtic Company 


INCORPORATED 








New York Atlanta Chicago Kansas City San Francisco 
Buffalo Richmond Milwaukee St. Louis Oakland 
Newark Savannah Indianapolis _ Dallas Los Angeles 
Philadelphia New Orleans Detroit Houston Seattle 
Boston Birmingham Cleveland Oklahoma City Portland 










Pittsburgh Cincinnat) Minneapolis St. Paul Omaha Denver Salt Lake City 
= EQUIPMENT FOR EVERY ELECTRICAL NEED 
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TheNew Answer 
to the 


= Servant Problem 


She’s leaving! Leaving her position—disgruntled; 
leaving you—discouraged. And you had just con- 
gratulated yourself on getting at last a maid who 
really suited, and who seemed satisfied to stay. 


But—you have been all through such experiences 
time and again. You'll call the Employment Bu- 
reau and havethem send around another girl. You'll 
hope for the best—and let it go at that, knowing full 
well that it will be a repetition of past experiences. 


What are you going to do about it? 


Listen: 


Electricity will make it easier 
for you to get servants and to 
keep them—by making house- 
work more attractive. And it 
will simplify your own work if 
left without a maid. 


There’s the Washer and 
Wringer to do the week’s wash 
on a Monday morn, and the 
Electric Iron to follow it up in 
the afternoon of the same day. 


There’s the Electric Toaster 
to make appetizing toast at the 
table and to keep it crisp and 
warm. 


There’s the Electric Range 
rapidly coming into more gen- 
eral use for cooking through the 
attractive rates now being made 
for current in many parts of the 
country. 


And after your electrically pre- 
pared meal is over, there is the 


Electric Dish-Washer to clear it 
away. 


Then, too, there are the Vac- 
uum Cleaner, the Fan, the Inter- 
phone and the dozen and one 
other conveniences—all to be 
had with the quality mark— 
Western Electric. 


These devices are easy to buy 
and each one is an investment 
which soon pays for itself. Ex- 
clusive of the Electric Range, 
the cost of current to operate 
them all per month is less than 
your monthly bill for light alone. 
For while other necessities of 
life are increasing in cost, 
electric current is steadily de- 
creasing. 


If you have a servant problem 
in your home, why not find out 
now how electricity can help you 
solve it? 


Write our nearest office today 
for your copy of Booklet No. 
“The Electrical Way.” 


WESTERN ELECTRIC COMPANY 


INCORPORATED 
195 Broadway, New York City 


Houses in All Principal Cities of the United States and Canada 


Western Eseciric 


America’s Electrical Week, December 2nd to 9th 
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Thousands like her will 
buy DUMORE Sewing 
Machine Motors during 
America’s Electrical 
Week and the holiday 


buying season. 


DUMORE New 
Sewing Machine Motor 


A head-liner for your Electrical 
Week and Christmas campaigns! 
Quick-turnover merchandise with 
an unlimited markct—easily sold— 
stays sold—every user a booster. 

New Model—different from any 
sewing machine motor ever put on 
the market—price just the same. 

By means of two prongs adjust- 
ed by a thumb screw the DU- 
MORE is quickly attached 
through the belt holes of any 
standard cabinet-type sewing ma- 
chine—a child can do it—no tools 


Model No. 3 


required—and there it stays, a 
permanent part of the machine. 
Simple adjustments fit the motor 
to any variations in the design of 
the machine. When the machine 
is not in use the motor drops into 
the cabinet out of sight until 
needed again. The motor can be 
attached to any ordinary light 
socket, A. C or D. C., and the 
easily operated foot control gives 
six distinct speed variations from 
a stitch at a time to eight hundred 
per minute. 


WISCONSIN ELECTRIC CO., 2003 Dumore Building 


Vol. 16. No.5 


Every user will be 
a booster and will 
recommend the 


DUMORE to her 


friends. 


What woman will not want 
one? You, as a dealer in electrical 
appliances, can estimate the sales 
possibilities in your community. 
Line up now for the biggest and 
most profitable sales proposition 
of the year. Time’s getting short. 
Your windows should be decorat- 
ed and your campaign started 
within the next ten days. Write 
or wire for complete information 
and our proposition to dealers. 

At this season every minute’s 
delay can be measured in dollars 
lost. Do it now! 


RACINE, WIS. 
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—to Manila 




















“Never too old to wire” with Duraduct 


The safe, easy, popular means of wire protection for 
every class of electrical work from modernizing the 
Revolutionary land-mark to wiring the Bamboo Hut, is 


DURADUCIT— of course! 


It has provided the logical means of getting these 

dwellings on central station lines — furnishing work 

for the contractor and multiplying the opportunities 
for the sale of fixtures and appliances. 


DURADUCT is the only flexible, non-metallic conduit 


with but a single wall. 















TUBULAR WOVEN FABRIC COMPANY 
Manufacturers, Pawtucket, R. I. 


General Sales Agent, A. HALL BERRY 
97 Warren St., New York 9 So. Clinton St., Chieago 


Northern Electric Compamy Distributors for Canada 
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Duraduct helped out a “hut-wiring” campaign 
in Manila 
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A Xmas Selling 


GILBERT’S 


ERECTOR 


ELECTRICAL SET 


With Complete Apparatus and 
Elementary Course of Instruction 
for Study and Practice of Elec- 
trical Science. 














The Fastest-Selling Novelty | : 


A quarter million dollar at lists pur- the way for future selling of electrical 
chase has given us one of the biggest supplies for all sorts of electrical 
chances to give you an unusual oppor- experiments. 


tunity to profit in a large way in your 


, A further advantage is that it can be 
Christmas selling. 


used by the boys to drive the innumer- 
The Erector Electrical Set here able Erector Toys that have been sold 


shown is a leader. by the hundreds of thousands. 

By itself it is a source of greatest This Erector Electrical Set has an 
fun for the boys in making Electric instant appeal to the boys of mechan- 
Motors, Gear Boxes, Magnets, Wiring ical bent. 

Bells and doing 100 other electrical They much prefer to construct their 
experiments. own motors. 

A study course in elementary elec- It has an instant appeal to parents 
tricity accompanies the set. It paves who will be glad to give the boys an 


Supplee-Biddle Hard | w 
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of the Year! Erector Discounts Are 





Attractive 
opportunity to conduct the experi- Get them—and reserve a window 
ments and construct the apparatus display for one of the best trade win- 
shown in the 48-page instruction book. ners you have ever handled. Your 

Christmas sales will open up a big field 
It has an instant appeal to the dealer for after Christmas sales. 


who knows sales advantage of goods 


having widespread popular appeal to Write us now for details and dis- 
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Federal Electric Sign on the Bank of Leng Icland, 
Queensborough Plaza, Long Island City, N. Y 


A SIGN THAT IS BRINGING RESULTS 


No business is too ‘‘dignified’’ or too common to 
benefit from the constant, intensive individualizing 
publicity of the Electric Sign. 


the business 
is there—and we help 
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you to land it 


Central Station Managers:—What percentage 
of the merchants in your town use Electric Signs? 
Are there even a fraction of the number who 
could use one—if they were only tackled the right 
way, with the right kind of sign? Here is the 
branch of your selling-field farthest from satura- 
tion point, and yet every merchant in town 
should—and can—be converted to the necessity 
of electric signs as modern trade-pullers. 

The business is there; the only problem is how 
to arouse interest and belief—to show the pros- 
pect how an electric sign will distinguish and 
individualize his store. You can do this most 
successfully if you enjoy 


FEDERAL electric sign 


selling co-operation 


The FEDERAL plan provides for the fullest 
co-operation with the Central Station, even to 
having our experts create original designs or work 
out the prospect’s idea in practical form, and sub- 
mitting them, without any obligation to accept. 
You can go after a job with the certainty that 
you are backed not only by FEDERAL quality 
and workmanship, but by FEDERAL originality 
and service. 


Let us tell you all the facts 


Write for our special bulletin No. 10 and complete 
details of our proposition. You will be interested 
to know what other Central Stations are doing 
to increase their sign load. Drop us a line today. 


Federal Sign System (Electric) 




































































1790 Broadway 
NEW YORK 



















































































CHICAGO 


Four Factories 


Branches in all the large cities 

















Lake and Desplaines Sts. 
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SAN FRANCISCO 
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HE habit of giving 
practical things for 
Christmas is grow- 
ing by leaps and bounds. 


The Hoover makes 
just the thing {or the gift 
to wife, mother, sister 
or daughter. 


Hoover dealers who featured 
Hoover’s last Christmas season 
cleaned up thousands and thous- 


ands of dollars profit. 


You get money that is other- 
wise divided up in small pur- 
chases, among a number of 
stores, when you sell a Hoover, 
and a fine profit on every sale. 


PUSH IT! 


The Hoover Suction Sweeper 
Company 
911 East Maple Ave. New Berlin, Ohio 


PSS PAT SS ESS 
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If you don’t get a copy 


of our special Christmas 
selling plan, write quick 
for a copy. Still time to 
take advantage of the Christ- 
mas demand on Hoover’s. 
Send the coupon 
today. 





The Hoover Suction Sweeper Co. 
911 East Maple Ave., New Berlin, Ohio 


With the understanding that no obligation is incurred, 
kindly send me full particulars of your proposition to dealers, 
especially your plans for boosting Christmas business. 
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Store Lighting and America’s 
Electrical Week 


Make store lighting contribute to your profits during America’s 

Electrical W eek. It comes at a time when merchants feel the 
need for good light most keenly. A big percentage of purchases 
are then being made under artificial light. It comes just at the 


beginning of the heavy Christmas buying season when merchants the 


country over are putting forth every effort to display their wares most effectively. By 
taking advantage of this excellent opportunity, Central Stations and Distributors of National 
MAZDA lamps can secure more store lighting wattage through the installation of new sockets and 
by replacing small! MAZDA units with the larger and whiter light-producing National MAZDA C 
lamps. 


OF GENERAL nah CO. 
NELA PARK, CLEVELAND 


Member Society for Electrical Development—“DO IT ELECTRICALLY” 
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Get “HOW-I-DID-IT” monthly and start a 


Atlanta Cleveland zee Angeles Portland 
i i Baltimore Columbus Milwaukee St. Louis 
reference file of selling ideas. Boston *Dallas New Orleans Salt Lake City 
om “9 ‘ Buffalo Denver New York San Francisco 
HOW-I-DID-IT costs you nothing and Chicago Detroit Philadelphia Seattle 
places you under no obligation. Cincinnati Kansas City Pittsburgh Syracuse 
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Successful Contributors 
for October Issue 
$15.00 Award $10.00 Award 


Charles F. Kelly, George H. Waterman, 
Philadelphia Electric Co., Lowell Electric Light Corp. 
Philadelphia, Pa. Lowell, Mass. ‘ 


$2.00 Awards 


Walter C. Roe, Elyria, Ohio. 


C. E. Jenkins, Treas., 
Madison Manufacturing Co., 
Pittsburgh, Pa. 


Harry M. Frank, Appliance 
Manager, Suburban Gas & 
Electric Co., Revere, Mass. 














ou can profit too 


—in one of two ways or—both 


You can profit by reading the stories written 
by successful lamp salesmen and published 
monthly in ““HOW-I-DID-IT.” 

These stories are not preachments on how 
to do it but records of how it was done. 

“HOW-I-DID-IT” is a clearinghouse of 
proved successful selling ideas. We all profit 
by reading them. 


You can submit a story of your best lamp 
sales for publication in “HOW-I-DID-IT’— 
and be paid for it—just as the above men 
have done. 

Such stories can be based on your sales of 
any make of Mazda Lamps. 

Quality or style of writing does not figure 
in the selection of successful stories—it’s the 
idea back of the story that counts and any 
man can jot down his ideas. 

The coupon below brings you the book of 
rules and puts you on the regular mailing list. 


Use This Coupon 


Whether or not you submit stories—read 


“HOW-I-DID-IT” monthly. 


’ : *Westinghouse Lamp Corporation. 
is written by and for ALL lamp salesmen. Export Sales Dept., 165 Broadway, N. Y.C 


Tear off the coupon now. 


Westinghouse Lamp Co. 


For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont 





13 








Advertising Department, 
Westinghouse Lamp Co., 
165 Broadway, New York City. 


Please enter my name to receive ““_HOW-I-DID-IT” monthly; also send me the rules governing the contribution of stories. 
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Telling 
Millions 





has a Westinghouse Motor 





Four Full Pages of Saturday 
Evening Post Advertising— 


in addition to full pages in Good Housekeeping, will 
tell millions about the usefulness and attractiveness of 
Westinghouse Domestic Appliances as Christmas gifts. 

You can readily sell many Westinghouse Appliances 
by tying up with this extensive campaign, using the 
excellent sales helps fully described in our Special 
Christmas Campaign Book. 
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Westinghouse Electric 
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Solved the Sept mpegs my eae = 
Gift Problem vinx oe scien 0 ore me te te seme 






Sales Offices in All 
Large American 


Cities 






‘The Saturday bventme Post) November 18 1606 Nocober Cant Howectanopang * 





Write today for our 
Christmas ” as 

Campaign Book— < < (J 

There’s still time— : | 2 

Don’t delay. 
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No. E946—$4.00 — ; 
Senaciaiial in Use No. E905—$4.00 No. E984—$6.50 
Quick in Operation Large Heat Storage Capacity Three Pans and Four Degrees of Heat 


15 
i — 
= Sa _ The Holiday Season is © 
: aa Upon Us © 
= a pon Us) = 
= But a very narrow margin is left = 
= in which to provide for this years = 
= Universal Christmas business. = 
= Last minute orders, if forwarded 
= promptly, may still be given careful 
= attention. = 
E , 5 
z Electric Home Needs 2 
= For the dealer who has = 
=> elected to be a Universal = 
= Santa Claus his sales on this day of a 
= days will bring to him no post-season = 
= regrets. = 
== For the dealer who has neglected = 
=> to stock Universal Electric Home — 
=> Needs—there is still time to look to = 
= his Christmas requirements. = 
= No. E970 = 
= $4.00 = 
= With Wire = 
= Wrack a 
= Support = 
= No. E9166—$18.00 = 
= Famous Loving Cup Pattern = 
= LANDERS, FRARY & CLARK "No, £9930—$7.50 = 
= New Britain, Conn. a = 
= 1 = 
= = = 
=I 
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Bindles from the RM.s Rat 


A page for readers and advertisers 
edited, and mostly written, by the Busi- 


ness Manager. iis 


Hr} 


Many people do not believe in Ad- made by concerns which had within them 
vertising. the capacity for success without adver- 
tising. They believed in the shortest, 


That is to say, they do not believe fastest way—and took it. 


that it is of service to the community. 
3ut, advertising is necessary to the 
buyer and since we are all buyers it is 
both necessary and beneficial to the 
community. 


We venture to remark that folks can 
be found who do not believe in the utility 
of the telephone. 


Most of us are inclined to damn the It is necessary to the buyer because 
whole automobile industry every time a he cannot buy to the best advantage with- 
“honk !’"’ makes us step lively. out a knowledge of practically every 


: device in any particular line. 
We shall have more telephones as time 


goes on. We cannot believe that the Many a man has, so to speak, kicked 
motor car is doomed to an early demise. himself across the street because he 
bought something one day and found a 
better something for his purpose and 
pocketbook the following morning. 


They are here to stay and grow because 
they perform a distinct service for the 
community. 

Our purchases would be almighty ex- 

So does’ Advertising. pensive or unsatisfactory if we were 
confined to a choice of only the things 


We shall do better to utilize to our ve had heard talked about or had seen. 


own benefit the service these things ren- 
der rather than to stand off and make Advertising is a cheap way—the 
faces at them. cheapest way—for manufacturers to tell 
dealers what they have to sell and why 

Prof. Thorstein Veblen in his “Theory it will serve the possible user. 

of Business Enterprise” says: ae 

\dvertising presents an easy way 
The necessity of most of the advertising is the easiest way—for the dealer to know 


oO i serving > community nor to . : 
not due to its serving the co nmunit) his markets. 
any aggregate advantage accruing to the con- 
cerns which advertise but to the fact that a 
business firm which falls short in advertising 


fails to get its share of trade. 


very reader of Electrical Merchan- 
dising purchases or recommends the pur- 
chase of some class of goods. 


That ” what we call the “necessary What is more logical than to assume 
evil” point of view. that they will keep posted by constant 

\s a matter of fact, advertising in and close reading of the Advertising 
the popular sense isn’t necessary to the Pages? 


Manufacturer at all. Some of the For it is the Market Place of the 


createst advertising successes have been industry. 





SAMMI UUANNL LL LNU LAH 
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THE MOST PERFECT CASE YY 
ON THE MARKET TO-DAY. 
There isn’t another case made which is so 
perfectly insulated, so well finished, and 
so sturdily constructed, as oe wget 
Cea type of the many 


5 0 (i Guy) 


nes 


where to be best produced 





Se 


A dandy profit wate er the holidays and all days. 
If you haven’t our catalog and prices—write for them 
today will interest you. | 


_ INTERSTATE ELEC TRIC NOVELTY CO. 
104-114 South Fourth Street, Brooklyn, N. Y. 
|__ citicaco SAN FRANCISCO TORONTO E | 























A Profitable aid... PAGES 


(45, 4 ILLUSTRATI ONS 





Christmas Specialty 


ELECTRICITY! 


HERE. S just the book on Electricity that you need to 
answer your many questions—to solve your knotty 
problems, to teach you new kinks, to be your memory 
for tables, rules, formulas, and other Electrical and 
Mechanical facts. With this ‘Little Giant” I. €.S. Elec- 
trical Engineer’s Handbook within easy reach an hour 
or aday need not be lost ‘ ‘digging up”’ some forgotten 
rule, some unfamiliar fact; you ll just turn to the very 
complete index and get it ‘‘in a jiffy.”” A few of the 
subjects treated are: 
Electricity & Magnetism; Batteries; Circuits; Magnets; Direct 
& Alternating Currents; Dynamos & Motors; Belts; Shafting; 
Electroplating; Electrical Measurements; Meters; Arc & In- 
candescent Lamps; Mercury-Arc Rectifiers; Transformers; 


No A 9723 Radio Head Set 3 Insulation; Electric Cars; Single and Multiple-Unit Control 


Transmission; Rail Welding; Tables of Wires—Sizes, Capac- 





ities, etc. fag nae eee Rules, Formulas, Symbols; Tables 
, “Daa” ao ame 'f — > a finete aha u10"70 of C ‘onstants quivalents, Roots, Powers, Reciprocals, Areas, 
When Dad”? comes in just before » hristmas, suggest - Weights & Measures; C hemistry ; Properties of Metals; 
the Stromberg-Carlson Radio Head Set for his boy—the Coe Principles of Mechanics; First Aid, etc. 
only part of a wireless set that the lad can’t make for ‘ The Electrical Engineer's Handbook is one of 22 I. C. S. Hand 
himself. books covering 22 Technical and Commercial subjects, alle qually 
s . " ae “ee * . < , 3 crowded with value. They have the contents of a full-size book 
This instrument is a commercial equipme nt that sells re ONAL condensed into pocket-size volumes ready to go with you any- 
for $8.25, yet is guaranteed to be more efficient, more ‘TExre . where and be at instant command. All are substantially bound 
sensitive and more satisfactory than others selling at : i in cloth, red edges, goldleaf stamping, printed from new, clear, 
higher prices. It has an established reputation among readable type on good quality book paper, with an illustration 
wireless operators—it is half sold when its maker’s name at every point where a picture will help. 
is mentioned. Names of wireless enthusiasts in your town The regular price is $1.25, 7 TEAR OUT HERE 
furnished free. rigs ] but for a limited time you| J, C, S., Box 9302, Scranton, Pa. 
Write to-day for descriptive Bulletin No. 1006-E and can buy the ones you want, ; , =~ ‘ 
liberal discounts! postpaid, delivery guaran- | enclose $___mm_ for Handbooks marked x. 
teed, for only 50c each. | _) Electrical Engineer's {}) Chemist's 
] Teleph. & Teleg. Eng.’s _} Bookkeeper's 
You Run NoRisk!, 2 Mechanic’s Adbeostions’s 


|) Steam Engineer's Salesman's 


Stromberg-Carlso n Telephone Mfg. Co. Money Back if Desired! _} Civil Engineer's =) Farmer's 
Concrete Engineer's Poultryman's 
Rochester, We Ye Chicago, Il. INTERNATIONAL Building T vedes " Sea va a 
Kansas City, Mo. Toronto, Ont. CORRESPONDENCE SCHOOLS | Name zeal, 
Box 9302, Scranton, Pa. | 


Address__ 
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Customers VJ 


this 





LEX 


PERFECT COFFEE 




















We are getting custom- 
ers to come to your store 
through National Adver- 
tising in Saturday Eve- 
ning Post, Good House- 
keeping, Vogue, Har- 
per’s Bazar and Country 
Life in America. 

Are you ready to sell 
them ? 
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FILTER 
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—then tell 
them this: 


Not a percolator, but an improved 
coffee-making machine that filters 
coffee. 


The SILEX makes good coffee-mak- 
ing a habit. It is impossible to make 
anything less than the best—always. 


Foremost physicians recommend cof- 
fee made the SILEX way. Filtra- 
tion helps to remove the harmful 3 
grains of caffeine found in a cup of 
ordinary percolator coffee. 


The SILEX requires 25 to 50 per 
cent less coffee than any other coffee- 
making device. 





The SILEX brews tea—heats water, 
milk and boils cocoa—in addition to 
making perfect coffee. 


Coffee made the SILEX way can be 
reheated after cooling with no loss 
of flavor. 


The famous Pyrex fireproof glass is 
used exclusively in the SILEX. 


The SILEX is the only device of its 
kind approved by Good Housekeep- 
ing Institute. 


The SILEX is the only all-glass 
coffee-making device with an elec- 
trical attachment. 





The SILEX electric attachments and 
connections are included in the list 
of Electrical Fittings, published by 
the Underwriters’ Laboratories. 


—then they 
will buy 











RETAIL PRICES: 
Sold at $4.00 to $9.50 with 
alcohol lamp—$15.00 to $19.00 
with electric heater—by Elec- 
trical Dealers, Central Sta 
tion Stores, Jewelers, Hard- 
ware, Drug, Grocery and 
China and Glass _ Stores. 
Three finishes—nickel, copper 
and sterling. If you are not 
a Silex Dealer—write us for 
discounts. 














The Silex Company 
45 High Street, Boston, U. S. A. 











November, 1916 ELECTRICAL MERCHANDISING 


Cleaner Profit 









































The profit you make on cleaners is not in the number you sell, but in the 
customers you satisfy. 

Some cleaners earn you a profit that is later consumed in complaints, 
come-backs, repairs and renewals. ‘These things reflect on all your other 
merchandise. 

Better sell no cleaner at all than sell one that doesn’t make good. 

Many cleaners are made to sell at a price. The Royal was made to 
render a service. 

Many of them have been in service eight years. 

Heretofore we have never been able to make enough. 

Two extra floors now just completed enable us to take on new dealers 
in towns where we have no representation. 

We want dealers as reliable as the Royal. 

To such dealers we have a remarkably profitable proposition to make. 
Write for it, and for the “Royal Book of Service.” 


Christmas Deliveries 
¢ The P. A. 


This Holiday Season should be the greatest selling season you have known. Give us Ps Geier Co 
your order as early as is possible—we will do our utmost, co-operating with you by ¢ 
Telegram, Express, Special Delivery and Parcel Post, but will appreciate your P ; 
by sur , q bi c 0 4et me lave your 
x Ss p J 

helping us to give you the best possible service. Fa teins Pudameian aaa 
o Royal Book of Service, 

? both without any obligation 


THE P. A. GEIER CO. 


5121 St. Clair Avenue 
CLEVELAND 


Cleveland 


Street 


i Me SR a cs awdenaks kuaewawedeaevonewes 
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“HOW” Paper 


ERE, for the first time, is a paper conceived in the spirit of the electrical business—a 
monthly magazine that will reach out and into the work of the men on the firing line 

next to the final consumer. Electrical Merchandising will not tell how or why something 
might be done, but how it can be done. Electrical Merchandising will seek to answer three 
questions for every man in the selling side of this electrical industry—“How can I make my 
electrical business bigger?” “What methods or plans and materials or equipment or stock 
do I need to do it?” “How canI use them?” Electrical Merchandising, the Magazine of 


the Electrical Trade, is the Answer Book. 


For the CONTRACTOR 


ABOR, material and overhead, pay- 
roll, stock-room and cost-of-doing 
business—these problems the contractor 
: has always with him. Electrical Mer- 
Fag chandising will take up the making of 
bids. It will show how the form and 
method of making bids helps get orders, how to figure cost- 
of-doing business, simple systems for keeping track of time 
and material on jobs, what new way there is to handle 
some unusual job, how to get jobs by suggesting some- 
thing new, where to get material, how to build up a local 
business, tools and appliances and so on. Not everything 
in every issue but something in all issues that will make 
every contractor say “I wonder why I never thought of 
that before.” 





For the DEALER 


LECTRICAL MERCHANDISING 
will summarize each month for the 
dealer not only the newest and latest de- 
vices and appliances to buy but how they 
can be sold. Seasonable articles will tell 
et Set how to conduct local campaigns to meet 
the demands of the month. Special articles and depart- 
ments showing how to do local advertising, how to put 
your name before your community in a new way, how 
other men have given their shops or stores individuality, 
how to keep down store costs, what to buy and where to 
get it, how to mark up goods, and so on. Live dealers will 
contribute to the columns of Electrical Merchandising. 
Twelve times a year every dealer who reads will attend an 
idea-convention in “Electrical Merchandising.” 


For the 
CENTRAL STATION MAN 


DEAS that can be turned into business 

—ideas on selling the local manufac- 
turer, the business man and merchant 
, A and the housewife. Schemes, plans and 
methods that tell how to widen the application of electricity 
in your town, not methods that may sell, but ideas that 
have brought business. How to build up a local electrical 
league, what makes an electrical show pay, novel ways to 
advertise, something new to sell old customers, and so on. 
Photographs and pictures, diagrams and charts where they 
will help make an idea clear. 










To ELECTRICAL MERCHANDISING, 239 West 39th Street, New York 





For the JOBBER 


A BtICLES that deal with the jobbers’ 
4i problems, credits, short orders, ris- 
ing costs of business, routing sales 
—y forces, keeping in touch with new de- 
es FT velopments, what the supply manufac- 

— ~ turers are doing, trade names and labels, 
branding and re-packaging and so on. Electrical Merchan- 
dising will live up to its name—A Monthly Magazine of the 
Electrical Trade. Every jobber and every jobber’s sales- 
man will want his own copy. 













| For the SALESMAN 


LECTRICAL MERCHANDISING 

will take up the questions of per- 
sonal salesmanship. Each month in spe- 
cial articles and departments will be pre- 
sented methods and plans by which men 
on the road keep in touch with the house, 
get the buyer’s ear and the name on the dotted line. Tips 
on new appliances and devices, what other men are doing, 
the gossip of the trade, which helps extend acquaintance- 
ship. Electrical Merchandising will be the clearing house 
for what’s happened since the last trip. Coming once a 
month, Electrical Merchandising will be mailed to your 
house or to your office—as you prefer. 





For the MANUFACTURER 


NTIMATE contact with the distrib- 

utor and his problems, what other 
manufacturers are doing, how to find and 
build up local agents, where to get de- 
vices and fittings. Special articles for 
4 the local fixture manufacturer, mate- 
rials, selling and labor questions, the inspection problem, 
and so on. Because Electrical Merchandising is planned 
for the men who install and sell electrical appliances, 
devices, supplies and machinery, it will be the “Master 
House-Organ” for all manufacturers selling to the trade. 
Some manufacturers mail a house-organ to their own lists. 
Electrical Merchandising will combine the force of many 
house-organs and get the message of how to build a bigger 
business to every distributor who reads it. In helping its 
readers to solve their sales problems, it will help the 
manufacturer to solve his. 


11-15-16 


I ACCEPT YOUR SPECIAL HALF PRICE INTRODUCTORY SUBSCRIPTION OFFER. 
$1.00 herewith, with the proviso that you will cancel my subscription and refund my remittance, if I notify you 


that I am not satisfied with the first three issues received. SEND To 
RIN oo ews diges oir ebe cease haces ok aketeaee CITY 


NATURE OF BUSINESS OF COMPANY 


PosITION HELD 


ee a | 


SO OSA PEREOKEP ASCE CETESO OCHRE COO HVKOC ABER CAT OHS 


CHOSE T OC CHSCECODADEHO 63 48 O46 660660446 OES 


Special Yearly Subscription Rates Now: Domestic, $1.00; Canadian, $1.50; Foreign, $2.00. Regular Yearly Subscription Rates are: 


Domestic, $2.00; Canadian, $2.50; Foreign, $3.00 
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—hbetter to make 
three EFFECTIVE 
reaches for business 







than 


A principle that has made 
good 


‘TO LOCK HANDLE: 









A light-weight, easily operated, 
conveniently designed, durably 
‘ constructed Cleaner for home use 


A large and powerful 

household machine with 

fourteen-inch nozzle. kor 

large homes and apart- 

= ments where fast ciean- 
7 ing is required. 


machine — especially de- 


duty. Adapted to service 
in large buildings, hotels, 


MUNG 


au] 






Adjusting “€ 
Device 


AT ANY ANGLE 


Revolvin 
Brush-At th 


Roller Bearin ar dee 


A policy that has made 
good 


We stand squarely behind every 
OHIO machine we. sell. Common 
sense tells us that it is more eco- 
nomical to utilize the best mate- 
rials obtainable than to be continu- 
ally called upon to replace defective 
parts. 


Ohio Standardization has 
made good 


We have standardized the OHIO 
by eliminating all the non-essentials 
and incorporating all the essentials. 

Everything has been adopted that 
has been found practical by actual 
experience in the hands of our 
users. 

We know it is your desire to give 
your customers the best the market 
affords. Also it is our desire to of- 
fer you the best that can be manu- 
factured. 


The Ohio Proposition 
has made good 
with dealers 


Write us for it 


THE UNITED ELECTRIC COMPANY 


The Wise-Harrold Electric Company—Department O. 


CANTON, OHIO 


Wealso manu factureand sell the famous Tuec Stationary Cleaners, more of which are installed than all other types combined 
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Another Step in Reflector Progress! 


ABOLITES 


are now porcelain enameled 




















X in the new AB _ enameling 
goed ~ gape plant 





Holder Socket, Bowl Type 
: : “ 

More than ever are Abolites the real reflectors a 
of quality. 


Industrial Abolites always lead, for best and 
uniform results. Low maintenance cost for 
reflector and lamp. The line complete. 


AB make throughout. Have you a copy of 





Holder Socket : ~ s me 
5 hose the Abolite Catalogue 137 A ? 
ae ee 7 , Shade Holder, Dome Type 
, bolite 


The Adams-Bagnall Electric Co., Cleveland, Ohio 
Manufacturers of Industrial, Commercial and Street Lighting Equipment; 
Electrical Apparatus with both Lighting, Power and Constant-Current Transformers; 


Merchantising and Eaginesring Bierke Gyrofans; Oscillating Fans; Auto Electrical Accessories 


Write now for data or quotation on your requirements! 

















RING-OILING BEARINGS— 
They assure positive lubrication at practically 
zero temperatures with the use of proper oil. 


Ca 


fractional horse power 
(1/10 to 1/4 h.p.) 


SINGLE PHASE MOTORS A material for frosting 
Je lamps that replaces acid 





— —_ are all equipped with 
phosphor bronzering- ° 
zm mee? or sand-blasting 
oiling bearings of 

liberal dimensions. 


Machine cut oil Etch-O-Lite can be handled by 


AN grooves provide for a any one—is absolutely safe— 


ean & SDD, S588 tam thorough distribution saves 50% on the cost of obso- 
; ee | of oil”over their entire length. lete methods. Order a small 
Other sizes up to 40 H.P.—25 quantity and test it—or ask us 






| to 140 Cycles. for data to-day. 


UNION ELECTRIC COMPANY 


| Century Electric Company Sole selling agents for United States 
19th, Pine to Olive Sts. St. Louis, Mo., U.S. A. Terminal Warehouses Pittsburgh, Pa. 


Sales Offices in Principal Cities. 216 


| THEY KEEP-A-RUNNING 
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For every man in any branch 
of electrical work— 


Croft’s—American 
Electricians’ Handbook 


AMERICAN ELECTRICIANS’ HANDBOOK | 


TERRELI 





The American Electricians’ Handbook 


Read The 


CROFT 


tricity which every man in electrical work needs to know. 
Never before has there been such a book—one that covered all the practical problems of 
the engineer in a way that was easy to understand and yet sound engineering. 
In a compact, leather pocketbook of 700 pages, there are all the facts about practical elec- 


tricity. Every single fact is brought out clearly and concisely. 


Christmas Offer 


is brimful of those facts about practical elec- 








You do not have to work out 


the answer—it is given for you, and there are over 900 illustrations in the book. which show 
exactly the right way to handle the problem. 


In successive reprints Mr. Croft has introduced new matter, keeping the work thoroughly 
ver 9oo illustrations, flexible leather, pocket size. $3.00 net, postpaid. 


up-to-date. 7II pages, ( 


I. Fundamentals. 


SECTION HEADINGS 


A reference section on principles of electricity and electrical engineer- 
ing, wires, cables and testing. 


156 pages. 156 illustrations. 


_ II. Generators and Motors. Characteristics and Management. Troubles and Remedies. 
Direct and Alternating Current Machinery. Starting and Controlling Devices. Installation. 


172 pages. 136 ilustrations. 


III. Outside Distribution. Pole Lines. Underground Conduits. Transformers. De- 


sign of Systems, etc. 72 pages. 

IV. Interior Wiring. 
190 pages. 274 tllustrations. 
Connections. Operation. Types. Special Forms. Installation. 


V. Transformers. 
pages. 58 illustrations. 
VI. Illumination. 


50 pages. 40 illustrations. 


118 illustrations. 


Every detail for all kinds of wiring, including old buildings, etc 


Interior and Street. Types of Lamps. Design. Installation, etc., etc 


Croft’s—Wiring of Finished Buildings 
By TERRELL CROFT, Consulting Engineer 


275 pages, 5¥2 x 8, over 200 illustrations. $2.00 net, postpaid. 


> 


mn 


Combines in a single volume both the commercial and technical aspects of the subject. The 
material is all presented in clear, concise form. 


CHAPTER HEADINGS.—Commercial Section.—I.—Possibilities and Results. II.—Advertising. 
Examples of Campaigns. VI.—Costs and Prices. Appendix to Com- 


—Solicitation. IV.—Policies. 
mercial Section. Technical Section. —VII.—Methods of Wiring. V1III.—Planning Installations. IX 
X.—Examples of Installation. XI.—Fixtures. 


Tools and Manipulation. 


Christmas Offer 


From now until January Ist, 1917, we will stamp your 
name in gold (or the name of the recipient) on any 
McGraw-Hill Book, free of charge. 

Cash should accompany orders for stamped books 
unless you have an account with us. 


Stamped books are not returnable. 
Orders for books to be stamped free must be sent direct 


to us—not through agents or booksellers—and the books 
must have a list price of not less than $1.00. 


McGRAW-HILL BOOK Co.INC 


239 WEST 39TH STREET. NEW YORK 


LONDON:HILL PUBLISHING CO.,LTD. 
6&8 BOUVERIE ST., E.C. 


Publishers of books for the Electrical Merchandising 
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McGraw-Hill Bock Company, Inc., 
239 W. 39th St., New York City. 

Send me the following books; on proposition A or B: 
Strike out one. : 

A. Special Christmas Offer with the name stamped as printed below. 
Cash enclosed $- ; 

B. On approval for 10 days. I agree to return the books or pay for 
them within ten days of receipt. 


. Croft—American Electrical Handbook, $3.00 net. 
..Croft—Wiring of Finished Buildings, $2.00 net. 


re SSG a ain S « ead OIG ae 6 6 elt ceed ae Ree ee ee oe aaed 


Address , ee ECP eEE LL, CRTC TEee Te eT ee ee Lee 


This offer open to retail customers in U. S. A. orly. E.M.-12 
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Klectrie Suction Cleaners 
for Xmas Gift Buyers ! 


HERE’S bound to be a big call for these 
wonderful machines; women everywhere 
are demanding the APEX because 


IT CLEANS UNDER THINGS AS 
WELL AS AROUND THEM! 


=: 
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Every APEX Dealer is assured of many sales thru 
the factory’s special co-operation he receives for 
America’s Electrical Week and Christmas trade in 

general, The helps include 
. SPECIAL WINDOW DISPLAY 
\ (Complete with Xmas Cards) 
SPECIAL XMAS FOLDERS 
(Bearing Dealers Imprint) 
Christmas Ads. & Electros 
Moving Picture Slides 
Multi-Color Street Car Cards 


And other Special Features. 
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DEALERS! NOTE! 


If YOU’REnot selling APEX 
NOW, — you should write at 
once for our Special Christmas 
proposition! 

It means MONEY for you! 











—Address <t Once— 


The APEX Electrical 
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1111 Power Ave. 
CLEVELAND, OHIO, U.S.A. 
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The 


Laun-Dry-ette 


The Modern Washing Machine 


It Washes and Dries the clothes without 
handling, or without the use of a hand 
or power wringer. 


ie 4 
Phantom View 
Tub Lowered Ready to Wash 


A* all Copper Washing Machine that 

combines in one tub the features of 
washing and drying the clothes Without 
Rubbing or Wringing, and without the 
slightest injury or wear to the clothes. It 
washes and dries heavy comforts, or deli- 
cate laces. A full tub of clothes washed 
absolutely clean in ten minutes and dried— 
wringer dry—in ONE MINUTE. 


Write for descriptive literature 
and details of profitable dealer 
proposition. 


Manufactured by 


The Home Specialty Mfg. Co. 
Cleveland, Ohio 


Write for descriptive matter and give name of your electrical 
or hardware dealer. 
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‘“Ye Goode Hunting’’ 


From ye olde Gallerie of Ben Franklin, 1758 


This is the season of “goode 
hunting in the lamp business. 
Days are grow ing shorter. Bills 
are getting bigger. Every place— 
home, store, office, factory— 
needs 


THE FRANKLIN 
MAZDA 


Now—before America’s Elec- 
trical Week—comes your great 
opportunity. Make everybody 
brighten up and save his money 
ona better lamp. And every time 
you win a customer for Franklin 
Mazda Lamps, remember it means 
year-in-year-out business. For 
Franklin Service satisfies. 


Sell the Franklin Mazda. Start 


now while the hunting 1s sO good. 


The Franklin Electric Mfg.Co. 


Hartford, Conn. 





Remember— 
The Name of Franklin 
Helps You Sell........ 
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The two big 
values in 
cleaners today 


Pittsburgh “‘F’’ $16.00 
Pittsburgh ““FA’’ $21.00 


They do the work and do 


it well. They have the 
features that housekeepers 
want. They will insure the 
success of your cleaner cam- 
paign. Liberal discounts. 


Send for literature. 


Pittsburgh Electric Specialties Co. 


Pittsburgh, Pa. 
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WARD LEONARD 


Enamelled Resistance Unit 


A 3000 Ohms Resistance in a 
Unit °/1<” Wide by 1°/s’ Long 


Each unit is composed of a porcelain tube wound with 
a special resistance wire of practically zero temperature 
co-efficient. The tube after being wound with wire is 
covered with a vitreous enamel which holds the wire 
firmly in place. The copper connecting wires or terminal 
leads consist of round copper braids each composed of 
a large number of flexible copper wires. Grounding is 
absolutely impossible as the support is composed of the 
most perfect insulating material, 

The finest wire when properly embedded in the special 
enamel used for these Ward Leonard resistance units is 
entirely free from any mechanical strain due to the 
heating and cooling and is perfectly protected against 
all oxidation or other chemical depreciation, such as is 
invariably met with where fine wires are exposed to 
the air at any part of their length or are embedded in 
any materials such as cement, japan, shellac or any 
other insulating material thus far used, with the single 
exception of enamel. 


Ward Leonard Electric Co. 
Mt. Vernon, N. Y. 
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“AMERICAN BEAUTY” 
ELECTRIC IRON 


When your customer demands something more 
than a plain electric iron; when she wants an 
iron that is guaranteed for all time, finished to 
the highest degree possible, balanced to a frac- 
tion of an ounce; in fact when she demands a 
“SUPER IRON” sell her an 


“AMERICAN BEAUTY” 
The Best Iron Made. 


Catalog and discounts upon request. 


American Electrical Heater Company 
Detroit, U.S. A. 


Oldest and Largest Makers in the World 
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use the 


Catalogue on request. 





For Underground Equipment and Appliances 


T. J. COPE, 1620 Chancellor Street, Philadelphia, Pa. 


Cable Rack 
Bond Plate 
Winch 

Guard Rail 


Conduit Rod 
Bond Wire 
Capstan 

Cable Reel Jack 


etc., etc. 
























| MR. DEALER "2,220": ~* PROOF! 
: e customers you need . 
When disputes with customers arise over performance or fitness of electrical apparatus, 


don’t argue—get the PROOF. Let us test the article. Our impartial and authoritative report 
settles the matter—satisfies all—at small cost. 


LET US UMPIRE YOUR DISPUTES 


Electrical Testing Laboratories 80th Street and East End Avenue, New York City 








DUMORE™;'3'"" MOTORS 


7 FROM %100TO “CHP-A HIGH-GRADE MOTOR. 


For Every PurposeUniversal Operates OnAC°' DC. 


WRITE FOR LITERATURE 





Baglree: yte@ AC oa te Oem 2500 | 





Dumore Bldg. Racine Wis. 
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IDY/ PROTECTING MATERIAL 
“UNION” FUSES 


include not only approved N. E. 
C. Std. sizes, for 250 and 600 
volt service, but also “Old 
code” fuses and those for 
2500 volts. 


Power, Lighting, Rail- 
way, Telegraph, Navy 
and other fields 


are covered. If you have 
special require- 
ments not met by 
our catalog No. 28, 
tell us of them. If 
you do not have this 
catalog, write for a 
free copy. 


Our aim is Good Goods and 
Prompt Service. 


“Union” Fuses and Cut-Outs are 
carried by Leading Jobbers. 


Write today for Catalog No. 28 


NIVZara la Vom Ta" in 70) 14 








ELECTRICAL MERCHANDISING 


Che Buckeye Electric Division 


National Lamp Works of General Electric-Co. 


CLEVELAND, OHIO 
Chicago, 54 W. Lake St Pittsburgh, Fulton Bidg 


MR. DEALER: 


Will You Sell the 
Farmer the Bat- 
teries He Is Going 
to Buy? 


Within the past five 
years ONE-THIRD of 
the farmers in this 
country have become 
owners of gasoline en- 
gines. 

Within the next five 
years AT LEAST half 
of these farmers are 
going to use their en- 
gines to their FULL- 
EST EFFICIENCY— 
are going to GEN- 
ERATE ELECTRIC- 
ITY with them during 
slack hours for light 
and power. 

All this means a tre- 
mendous increase of 
business in STORAGE 
BATTERIES—for YOU 
—if you line up with 
the right kind of 
STORAGE BATTER- 
IES. That is the 
strongest reason why 
you should secure ter- 
ritory for 


UNIVERSAL 


Batteries and Lighting Plants 


The UNIVERSAL Battery Cell has been for years one of the best 


known and largest selling BATTERIES on the market. A wide, of 


continuous advertising campaign constantly makes it better .@ 
known—more eagerly bought—‘‘The Cell That Sells.”’ oe 
You can cash in on this reputation and advertising if you act 

NOW. Other dealers are making big profits. Handle the ¢@ 
UNIVERSAL Storage Battery and enjoy constantly in- Fd U. B, 
creasing sales. 

Send for our special 1916 proposition. We have a _ 
mighty attractive offer to make to live dealers. 
You owe it to yourself to at least get the details. 
Tear off the coupon and mail it now. 


. 
Chicago 
¢@ Gentlemen: 
¢? Please send 
@ ..full informa- 
tion on your 


- ¢ 
Universal Battery Co. 6% position. 


¢ 
3433 S. La Salle St., Chicago, Ill. ,% 
a Address ... 


) 
) 
| 
i 
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“Last Xmas I Sold 6 Dozen’— 
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A WARMING Y 


writes one Ohio merchant about the Safety Electric 
“T did this between Dec. 1 


Warming Pad 


ad. He adds: 
and Christmas, without a bit of advertising. This year 
with your splendid advertising co-operation, I ought to 


sell at least a gross 

Che Safety is the most scientifically correct Pad on the 
market. For Safety, Durability, Flexibility and Econ- 
omy it cannot be equaled. It is fully guaranteed, too 
And we help make sales for you. Live merchants every- 


where are ordering for the Xmas trade 


ORDER NOW-—We'll ship immediately 


Scientific Products Company 


Steubenville, Ohio 








MADE FOR ALL FLASH LIGHTS 
Are “More Than a Match” for the 
Darkest Night 


thereby enabling you to meet competition 


Our line is complete 


successfully. Our 
‘“‘Non-Corroding’” Guarantee 


Novo Flashlight Batteries have high potential and won- 


o ‘ 2- PT 
Ss de . 
Packed ten each, in handy shelf packages— 


|| : sATT erent 
\ LOUS RECUPER 


tn aciae EFFICIENCY protects you. 
LONG LIFE AND STRENGTH derful recuperative powers 
NOVO MFG.CO are profitable. P: 


NEW YORK,USA 





They 
and guaranteed against depreciation 
NOVO MANUFACTURING CO 
.. New York 


424-438 West 33rd St 
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FOR SALE 


A Metal Oppertanity 


Take advantage of the high prices of metal. We 
are cash buyers of all grades of scrap metal. 
Our specialty is buying electric plants, stor 
age battery plants, storage battery plates and 
sediment. We buy small lots as well as large 
lots. Write us and tell us what you have and 
we will be pleased to quote you prices. Na- 
tional Metal & Rubber Co., 36-31 India 
Wharf, Boston, Mass. 





Electric Contracting Business 


For Sale—Stock, -usiness, and good will; only 
electric contracting shop, private plant and 
fixture business in heart of Illinois oil sec- 
tion; three large refineries to draw from; can 
get majority of public work in this section of 
State. Absolutely established and on paying 
basis. Make own fixtures and plants. Fine 
lamp business, small competition. Owner in- 
terested in central station elsewhere. $1,500 
if taken at once. Box 24, Elec. Merchan- 
dising, 1570 Old Colony Bidg., Chicago, Tl. 


Motors for Sale 


One 40 H.P., 1140 R.P.M., CCL, Westing 
house, two-phase, 220-volt, sixty-cycle, with 
oil compensator, $425. Immediate delivery 


Also two 2% and two 3%, 475 R.P.M., type 
“G,” 220, D.C. Diehl, for direct connection 
to sewing-machine shafting. Send us your 
inquiries. Electric Motor & Repair Co., 264 
Halsey St., Newark, N. J. 


Beware of the Junk Pile 


The junk pile is the last resort—a little For 
Sale ad in this Searchlight Section should be 
the first and most profitable means of getting 
money for used equipment. An investment 
of $1.50 may bring you some real returns. 
It has done this for others. 





MISCELLANEOUS WANTS 


Motors Wanted 


We are in the market for severai A.C. and 
D.C. motors, and also some plating dynamos, 
any size or make. Write us whai you have 
to offer. Schwartz & Land, 207 Centre St., 
New York City. 


POSITIONS WANTED 





Salesman With a Record 


Salesman 12 years’ successful record selling 
electrical trade from coast to coast. Will 
start at moderate salary with responsible 
concern. Box 22, Elec. Merchandising. 


vt SECC O tejentere 









inch. Made for every 
covered wire is used. 


















10 E. 43d St. 


Pope aaa ARPT 


Insulated Wire 


made to higher specifications and tested—every 
purpose 


Stamped “ECCO” every 3 feet 
THE ELECTRIC CABLE CoO. 


POSITIONS VACANT 


Production Manager Wanted 





A large corporation, the recognized leader in 
its line, wants a production manager with 
wide experience in handling big volume of 


small units in stamped metal. The man se 
lected must be an experienced manufacturer, 
and must be holding a responsible position at 
the present time. Address, in absolute con 
fidence, Box 23, Elec. Merchandising. 


Can You Use a ‘Good Man? ? 


Men who are ambitious for larger opportunities 
who are competent to fill better positions 
than they now have—can be reached through 
little announcements under the heading ‘‘Po- 
sitions Vacant”; cost 3c. a word, minimum 
charge $1.50 an insertion. 


AGENTS AND SALESMEN 





Sales Agency Wanted 


In Boston and New England. One or more 
sales agencies, depending on the attractive 
ness of the proposition offered, by a man of 
excellent reputation, with sales experience, 
who can give the best of references; gradu- 
ated electrical engineer with ten years’ ex- 
perience, holding responsible position in 
large electrical contracting, engineering and 
testing fields; familiar with heating devices 
and the treatment of steel; acquainted with 
jobbers, engineers, central stations and con- 
tractors and their requirements. Concerns 
manufacturing goods of merit, quality, prac- 
ticability, can receive high-grade representa- 
tion in the territory mentioned by communi- 
cating with Box 25, Elec. Merchandising. 





Do You Want a Job? 


How many firms in your line know of your 
ability ? Possibly a dozen. Are you going to 
depend on one of the dozen to give you a 
job? Or will you take the better chance of 
getting a really good job by putt ing your 
qualifications before the 10,000 readers of 
Electrical Merchandising. A little Search- 
light ad at 2c. a word gives you that better 
chance. 


LEGAL NOTICES 


Legal Notice 

STATEMENT OF THE OWNERSHIP, 
management, circulation, etc., required by the 
Act of Congress of August 24, 1912, of Elec 
trical Merchandis ing, published monthly at 
New York, N. Y., for Oct. 1, 1916 
State of New York, County of New York, ss.: 

Before me, a Notary Public in and 
State and county aforesaid, perso } 
peared J. De Mott, Treasurer of McGraw Pub 
Ichi ng Co., Inc., who, having been duly sworn 
according to law, deposes and says that he is 
the publisher of Electrical Merchandising, and 
that the following is, to the best of his knowl 
edge and belief, a true statement of the owner 
ship, managemé ent (and if a laily paper, the 
circulation), etc., of the aforesaid publication 
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SPARCHMIG HE SECHO - 


| 
call 


LEGAL NOTICES 


for the date shat wn in the above caption, re 
qvired by the Act of August 24, 1912, en 
bedied in section 443, Postal Laws and Regu 


lations, printed or the reverse of this form, 
to wit: 
1. That the names and addresses of the p 


lisher, editor, managing editor, and business 
managers are Pul blisher, McGraw Pub lishing 
Co., Ine., 239 West 39th St., New York City; 
Editor, F. M. Feiker, 152 Sycaniore Ave 
Mount Vernon, N. Y.; ‘Managing Editor, none; 
Business Manager, H. E. Cleland, 56 Groton 
St., Forest Hills, L. I. 
2. That the owners are: (Give names and 
addresses of individual owners, or, if a cor 
~ ration, give its name and the names and ad 
resses of stockholders —s or hviding 1 per 
pee or more of the total amount of stock.) 
McGraw Publishing Co., “7 
239 West 39th St., 
Jabtiste, 
315 Marlboro Rd., Brooklyn, N. ¥ 
BMG wis die eee es .Englewood, N. J 
Elliott, 
Orienta Point, 
Louise W. Felt.. 
L. E. Gould. .5957 


. New York City 
Gertrude T. 


Henry W. 
George W. 
Mamaroneck, N. ¥ 

Ae See Peking, China 
‘Kenmore Ave , Chicago, Ill 


DOGO WE. MATRORL. 6 6b 6060 0,4 Mz a ara a 
es ye PS ee ee Great Neck, as 
By Si. BEN A owe sameeren Larchmont, N. Y 
E. J. Mehren, 

60 Amherst St., East Orange, N. J 
James HH. MeGraw...cccccsces Madison, N. J 
Mildred W. McGraw........ Madison, N. J 
F. F. Roebe . 


) Halsted St., East Orange, N. J 
Hugh M. Wilson OS ey Hastaeaie, re. 
Imogene Whittlesey... Madison, N. J 
3. That the known bondholde rs, mortgagees, 
and other security holders owning or holding 
1 per cent or more of total amount of bonds, 
mertgages, or other securities are: (If there 
are none, so state.) None 
4. That the two paragraphs next above, giv 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as 
they appear upon the books of the company, 
but also, in cases where the stockholder or se 
curity holder appears upon the books of the 
company as trustee or in any other fiduciary 
relation, the name of the person or corpora 
tion for whom such trustee is acting is given; 
also that the said two paragraphs contain state 
ments embracing affiant’s full 5 ee anes and 
belief as to the circumstances and conditions 
under which stockholders and sacnetiy holders 
who do not appear upon the books of the con 
pany as trustees, hold stock and securities in a 
capacity other than that of a bona fide owner; 
anc this affiant has no reason to believe that 
any other person, association, o1 corporation 
has any interest direct or indirect in the said 
stock, bonds, or other securities than as so 
stated by him 
5. That the average number of copies of eact 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid st 
scribers during the six months preceding the 
date shown above is: (This information is 
required from daily publications only.) 
McGRAW PUBLISHING CO., IN¢ 
J. DEMOTT, Treas 
Sworn to and subscribed before me this 18th 
day of September, 1916 
[Seal] MARTIN J 
Notary Public, Kings County 
Certificate filed in New York County, No. 70 
(My commission expires March 30, 1918.) 
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Display 






New York 





For Your 





Table 
Capacity 100 


No. 1 fer 


Winfield H. Smith 


10 Lock Street 


ELECTRICAL WEEK 
Show Window 


Get the crowd. Put your display 
in motion by installing one of our 


MOTOR-OPERATED 
DISPLAY TABLES 


A load-builder—business-getter 
money-maker Use them for Elec 


trical Week—sell them for Xmas 
displays—-every one sells a motor 
You can seli many of then Write 


eatalog and discounts at one 
Lbs. Get posted. 


Buffalo, N. Y. 
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This is the Guide for the Buyer 
in the Market for Electrical Merchandise 


Those concerns which advertise in Electrical Merchandising put their products in 
the Spot-light of Publicity and live up to the claims they make. They are listed below. 

















Batteries, Dry. 


Interstate Electric Novelty Co. 


Novo Mfg. Co. 

Western Electric Co. 
Batteries, Storage. 

Universal Battery Co. 


Books, Electrical and Technical. 
International Corresp. Schools. 


McGraw-Hill Book Co. 
Boxes, Fuse. 
General Electric Co. 
Boxes, Junction and Outlet. 
General Electric Co. 
Cable Bond Plates. 
T. J. Cope. 
Cable Clamps. 
Union Elec. Co. 
Cable End Bells. 
T. J. Cope. 
Cable Racks. 
T, J. Cope. 
Gable Winches. 
T. J. Cope. 
Circuit Breakers. 
General Electric Co. 


Westinghouse El. & Mfg. Co. 


Clusters. 


Federal Sign System (Electric). 


Conduit, Flexible. 

Tubular Woven Fabric Co. 
Conduit, Interior. 

Tubular Woven Fabric Co. 
Conduit Rods. 

T. J. Cope. 
Controllers, Motor. 

General Electric Co. 


Westinghouse El. & Mfg. Co. 


Cooking Appliances, Electric. 


American Electrical Heater Co. 


General Electric Co 
Landers, Frary & Clark. 
Silex Co. 

Standard Electric Stove Co 
Western Electric Co. 


Westinghouse El. & Mfg. Co. 


Display Tables, Rotating. 
Smith, Winfield H. 

Electro Magnets. 
Ward Leonard Elec. 

Fan Motors. 
Adams-Bagnall Electric Co. 
Century Electric Co. 
General Electric Co. 
Western Electric Co. 


Co. 


Westinghouse El. & Mfg Co. 
Fans, Exhaust and Ventilating. 


Adams-Bagnall Electric Co. 


Westinghouse El. & Mfg. Co. 


Fixtures, Electric and Gas. 
Adams-Bagnall Electric Co. 


Federal Sign System (Electric). 


Flashlights. 
Interstate Electric Novelty Co. 


| Fuses. 


Chicago Fuse Mfg. Co. 

General Electric Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Fuses, Refillable. 

Federal Sign System (Electric). 
Glass. 

Gleason-Tiebout Glass Co. 
Glassware, Illuminating. 

Gleason-Tiebout Glass Co. 
Globes, Shades, etc. 

Adams-Bagnall Electric Co. 

Gleason-Tiebout Glass Co. 
Heating Devices, Electric. 

American Electrical Heater Co, 

Landers, Frary & Clark. 

Pittsburgh Electric Specialties 

Co 


Scientific Products Co. 

Silex Co. 

Standard Electric Stove Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Instruments, Electrical. 

General Electric Co. 


Westinghouse El. & Mfg. Co. 
Insulating Materials. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Ironing Machines, Electric. 


Hurley Machine Co. 
Irons, Electric. 
American Electrical Heater Co. 
Pittsburgh Electric Specialties 
C 


o. 
Westinghouse El. & Mfg. Co. 
Lamps, Arc. 
Adams-Bagnall Electric Co. 
General Electric Co. 


Westinghouse El. & Mfg. Co. | 


Lamps, Frosting. 
Union Electric Co. 
Lamps, Incandescent. 
Buckeye Lamp Division. 
Edison Lamp Works. 
Franklin Elec. Mfg. Co. 
General Electric Co. 
National Lamp Works. 
Westinghouse Lamp Co. 
Lanterns, Battery. 
Interstate Electric Novelty Co. 
Lighting Units. 
yeneral Electric Co. 
Westinghouse El. & Mfg. Co. 
Line Material. 
General Electric Co. 
Western Electric Co. 
Westinghouse El. & Mfg. Co. 


Motors, A. C. 

Century Electric Co. 

General Electric Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Motors, D. C. 

General Electric Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Motors, Fractional H. P. 

Westinghouse El. & Mfg. Co. 

Wisconsin Electric Co. 
Panel-boards. 

Adams-Bagnall Electric Co. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Pole Line Hardware. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Protective Devices, Electric. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Ranges, Electric. 

General Electric Co. 

Standard Electric Stove Co. 

Westinghouse El. & Mfg. Co. 
Receptacles. 

General Electric Co. 
Receptacles, Sign. 

Federal Sign System (Electric). 

Westinghouse El. & Mfg. Co. 
Rectifiers, Mercury Arc. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Reflectors. 

Adams-Bagnall Electric Co. 

zeneral Electric Co. 
Resistance Units. 

General Electric Co. 

Ward Leonard Elec. Co. 

Westinghouse El. & Mfg. Co. 
Rheostats. 

General Electric Co. 

Ward Leonard Elec. Co. 

Westinghouse El. & Mfg. Co. 
Searchlights, Electric Auto, Etc. 

Pittsburgh Electric Specialties | 


o. 
Shade Holders. 
Adams-Bagnall Electric Co. 
Signs, Electric. 
Federal Sign System (Electric). 
Sign Letters. | 
ederal Sign System (Electric). | 
Sirens, Motor. | 
Federal Sign System (Electric). 
Sockets. | 
General Electric Co. 
Supplies, Electrical. 
General Electric Co. 


Western Electric Co. 
Westinghouse El. & Mfg. 
Switchboard Fittings. 
General Electric Co. 
Westinghouse El. & Mfg. 
Switchboards. 
General Electric Co. 
Western Electric Co. 
Westinghouse El. & Mfg. 
Switches. 
General Electric Co. 
Westinghouse El. & Mfg. 
Switches, Time. 
Westinghouse El. & Mfg. 
Telephones. 
Stromberg-Carlson Tel. 
Cc 


Co. 
Co. 
Mfg. 


0. 
Western Electric Co, 
Testing Laboratories. 
Electrical Testing 
tories. 
Westinghouse El. & Mfg. Co. 


Labora- 


Testing Service, Electrical. 
Electrical Testing Labora- 
tories. 

Theater Dimmers. 

General Electric Co. 


Ward Leonard Elec. 
Tools, Linemen’s. 
Western Electric Co. 
Westinghouse El. & Mfg. Co. 
Tools, Portable Electric. 
Wisconsin Electric Co. 
Tools, Underground Conduit. 
= ope. 


Co. 


} Toys, ‘Electrical. 


Supplee Biddle Hardware Co. 
Transformers. 

Adams-Bagnall Electric Co. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 


Vacuum Cleaners, Electric. 
Apex Electrical Mfg. Co. 
Geier & Co., P. A 


Hoover Suction Sweeper Co. 

Hurley Machine Co. 

United Electric Co. 

Western Electric Co. 

Wisconsin Electric Co. 
Warming Pads, Electric. 

Scientific Products Co. 
Washing Machines, Electric. 

Home Specialty Co. 

Hurley Machine Co. 

Western Electric Co. 
Wires and Cables. 

Electric Cable Co. 

General Electric Co. 

Western Electric Co. 
Wiring Devices. 

General Electric Co. 





Save This Issue Because— 


It is the intention of the publishers of Electrical Merchandising shortly 
to present a new form of index of unusual value to readers. To get 


full benefit from it, it will be necessary for you to save each issue. 
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During the next year more than 20,000 electric 
ranges, costing more than $2,000,000 will be 
sold. 


North—East—South—as well as the West is cry- 
ing: “Give us ranges—more ranges.” 





J obbers—dealers—central stations everywhere are 
laying foundations for substantial, perma- 
nent, profitable range business. 


“Yes,” they say: “we don’t doubt the value of 
electrical cooking, nor do we question its pos- 
sibilities for profit—what we want to know is, 
which is the best range for our customers to 
buy? 


No longer does the central station say: “Sell any 
range, so long as it consumes current.” The 
customer of to-day will have—and does buy 
—time, trouble, labor, and money saving ap- 
pliances. 

No longer does the jobber say: “Selling electric 

ranges is not a jobbing proposition.” He 

says: “I’ll give it a good try out.” 


Meets ALL 


All those distinctive, original features of unique 
design, costly “ARMCO” (rust-resistant) 
Iron construction; automatic time-clock regu- 
lator, master-switch; signal-lamp; large, 
deep cooking compartments (fireless prin- 
ciple) ; all-aluminum lined oven, with glass 
oven door; separate fuses; quick, economical 
hot-plates (enclosed type); etc., mean sales 
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No longer does the architect, the contractor, the 
builder, the real estate man, the housewife 
or the man-who-pays-the-bills—who have in- 
vestigated—doubt the advantages of the elec- 
tric range. 

Today it’s mainly a question of—“which range’’? 

Logically, the range which most fully meets the 
requirements of the consumer public is the 
one yowll want to make your big drive on. 

The consumer demands moderate first cost, low 
cost of operation, rugged, reliable, quick, 
heating elements; good appearance, distinc- 
tive design, long lived construction, time, 
labor and money saving features—and better 
cooking qualities. 

The central station manager looks for the effect on 
his peak; the revenue that will be produced 
from ranges on his present lines and equip- 
ment. 

The jobber says: “Will it sell—and stay sold’’? 

And both from the viewpoint of the seller and the 
user, the 





‘ 





requirements 


and satisfied users. Satisfied users mean 
more sales. More sales mean more business 
—more profits! for dealer, central station 
and jobber. 

If you would have the proof; if you would know 
what the STANDARD is doing in large and 
small cities—write now for the booklet, ‘“‘Elec- 
trical Cooking” and further facts. 


The Standard Electric Stove Co., Toledo, Ohio 
“<STANDARD-IZE”? Your Electric Range Business 


Standard Electric Stove Co. products are made and sold under special license from the owners of 


the 











Hoskin’s Resistance-wire 


Patents 































CELESTIALITE 


The new glass for producing 


ARTIFICIAL DAYLIGHT 


in stores and factories where color matching is of importance 





UNIT No. 5920 


A GOLDEN SALES OPPORTUNITY FOR THE PROGRESSIVE 
CONTRACTOR AND CENTRAL STATION SALESMAN 


The installation of Celestialite units in the McCreery Department Store in New York City 
has created a sensation and Department Store heads from all parts of the country are 


FLOCKING TO THE OFFICE OF THE INSTALLING CONTRACTOR 


to purchase similar Celestialite Lighting Equipment on account of its wonderful effect on 
colored merchandise. 


Are you going to profit by the sales opportunity Celestialite opens up for you in your 
territory ? Shall we send you details ? 


7 USE ONE OF THESE: COUPONS 


Send for complete information 


Send for sample and complete information~. 


GLEASON-TIEBOUT GLASS CO., 


Manufacturers of High Grade Lighting Glassware 
Gleason-Tiebout Glass Co., 200 Fifth Ave., New York: 


Please send complete information about Celestialite 
Glass as a Sales Producer. 





Gleason-Tiebout Glass Co., 200 Fifth Ave, New York: 
Please send complete information about Celestialite 
Glass as a Sales Producer, and send a sample of Unit 
No. 5920 14 in. diameter, 8 in. fitter,as shown above, at 
your best trade price. This order is given subject to 
return for credit if the Unit is unsalable or unsatisfactory. 


Address 
(lt, i oe nae ht One eae eres, Ce Cee 


Business Business 
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2 eA 
” eg 17, 
your Loft 
; 1s crowded ~ 
ra. = : you are loom e sowded conditions mean unprofitable 
“Be tn New York City alone there are over 2000 wen of ee oe ee a 
G-E SEWING MACHINE MOTORS You will be pleased at the increased profits and decreased 
In your shop where uniform speed and responsive control are power costs if you install 
necessary for maximum production, G-E Motors will work out i G-E Sewing Machine Motors 
to your complete satisfaction. 


a 
ie ama”) Yicce workers like the high speed and absence of thread 

Our nearest Sales Office will _ [ix bib: eee — 1 breaking obtained through G-E. Motor drive 
Ho a 


gladly tell you more about these {/— ‘ei 























Three New Advertisements 


The advertisements shown above are appearing this 
winter in magazines reaching garment makers. 


This field is a growing one and is being developed 
rapidly. 


You can sell G-E Motors to garment shops in your 
locality. ‘Tie up to our national advertising by running 
advertisements in your local paper. 


G-E Motor agents can secure electrotypes for local 
newspaper advertising by writing the “Electrical Adver- 
tiser Service’ at our Schenectady office. 


Sell to the Garment Maker! 





Houston and Oklahoma City. For Canadian Business refer to Canadian General Electric Company, Ltd., Toronto, Ont. 












w Seles Office 
money savers. \\ J is J y ¢ : 
\| if General st; Ue / : 
im 6. General LJ | : Electric —, —— 
H Electric ‘4 ' A Sala Company 5 
Company General Office: Schenectady, N.Y. | 
General Otice: Schenectady, N.Y. 4 Sue . 








General Electric Company 


Atlanta, Ga. Cleveland, Ohio ° T New Haven, Conn. St. Louis, Mo. 
Baltimore, Md. Columbus, Ohio General Office: Schenectady,N.Y. NX: Orleans, La. Salt Lake City, Utah 
irmingham, Ala. ayton, io New York, N. Y. San Francisco, Cal. 

Boston, Mass. Denver, Cole. ADDRESS NEAREST OFFICE Niagara Falls, N. Y. Schenectady, N. Y 
Buffalo, N. Y. Des Moines, Iowa Omaha, Neb. Seattle, Wash. 

Butte, Mont. Duluth, Minn. ; ; Philadelphia, Pa. Spokane, Wash. 
Charleston, W. Va. Elmira, N. Y. Jacksonville, Fla. Louisville, Ky. Pittsburg, Pa. Springfield, Mass. 
Charlotte, N. C. Erie, Pa. Joplin, Mo. Memphis, Tenn. Portland, Ore. Syracuse, N. Y. 
Chattanooga, Tenn. Fort Wayne, Ind. Kansas City, Mo. Milwaukee, Wis. Providence, R. I. Toledo, Ohio 
Chicago, Ill. Hartford, Conn. Knoxville, Tenn. Minneapolis, Minn. Richmond, Va. Washington, D. C. 
Cincinnati, Ohio Indianapolis, Ind. Los Angeles, Cal. Nashville, Tenn. Rochester, N. Y. Youngstown, Ohio 

For Michigan Business refer to General Electric Company of Michigan, Detroit. 
For Texas, Oklahoma and Arizona business refer to Southwest General Electric Company (formerly Hobson Electric Co.), Dallas, El Paso, 


6651 
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ELECTRIC WASHERS 
VACUUM CLEANERS 
<TRONING MACHINES 





A complete line backed 
by a reputation for 
highest quality and a 
service that will help 
you build your business. 


4H A size for every family. 
A style for every purse. 


Hii} 4 WAHT HH] 
AULA AA, 
Hurley Machine Co. 

143 W. 42nd Street 

New York 
32 S. Clinton Street 
Chicago 


| 
| HHH] 
Hit 
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191 G- 7 flay washboard ruv- 


| DECEMRER bing and hand wringing 
a gS ~ end with the old pear. 





Gomankind deserves a 
better method----and 
wants it. 








Let the New Vear also 
bring a new regime to 
the electrical dealer. 











Hay he take advantage 
of his opportunities to 
Sell the 


Western Electric 
Washer and Wringer 


And map bell and push 
button sales be supple- 
mented by more profit- 
able sales of the 
Western Electric 
THasher and TAringer. 


Plan now tor a bigger, 
better business for 1917---consult our nearest house. 





NCORPORATED 


New York Atlanta Chicago Kansas City San Francisco 
Buffalo Richmond Milwaukee St. Louis Oakland 


gam, Western Electtic Company 
am ” 


Newark Savannah Indianapolis _ Dallas Los Angeles 
Philadelphia New Orleans Detroit Houston Seattle 

Boston Birmingham Cleveland Oklahoma City Portland 
Pittsburgh Cincinnati Minneapolis St. Paul Omaha Denver Salt Lake City 


EQUIPMENT FOR EVERY ELECTRICAL NEED “outeuctaicayet 


























NEW 
MODEL 





Two prongs adjusted to the belt holes by 
means of a thumbscrew hold the motor in 
place permanently. Simple adjustments fit 
the motor to any variations in the design of 
the machine. When the machine is not in 
use the motor drops into the cabinet out of 


merchandise. Do It Now! 








The Newest Appliance on the Market 


DUMORE °’ 


SEWING MACHINE MOTOR 


Different from any similar device every put on the market—price no 
higher. An easily and quickly attached and detached motor that can be 
used as a permanent part of the sewing machine. 


Order for Your Christmas 
T'rade—Do It Today! 


Now’s the time for action. The buying rush is on and 
every minute’s delay means lost sales. Every woman will 
want one and every user will recommend it to her friends. 
Write, wire or phone for immediate delivery—get your 
windows dressed and your campaign started. Cash in on 
the holiday demand for this new quick-turnover profitable 


WISCONSIN ELECTRIC CO., 2003 Dumore Building RACINE, WIS. 
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sight until needed again. 

The motor can be attached to any ordinary 
light socket, A.C. or D.C. An easily operated 
foot control gives six distinct speed varia- 
tions from a stitch at a time to eight hundred 
per minute. 
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Bowls 
Angles 
Domes 


SS SSaaaaaaSSSSSSSSSSSEEESSESEEaS=== 


Bowls 
Angles 
Domes 


quick help in selling. 





Top No. 3000 


For use with 
small types— 


Quick detachable 
holder shown, 





Top. No. 1000 


Medium or Mogul 
For use with 
large types— 


Sockets focus to all 
sizes of lamps. 


The Burr Mfg. Co. 


Cleveland, Ohio 


ELECTRICAL MERCHANDISING 


get this new reflector 
handbook (just off the 
press) in your right hand 
sales-memo pocket as a 











Second 


Keep this fact in your 
front memory. Now that 
the standardization of lamps 
has become a fixed thing, 
Burr Efficiency units enable 
you to avoid duplications 
through interchangeability 
of parts. 

These units overcome the 
expense and troubleof carry- 
ing a multiplicity of designs 
and sizes. 

They enable you to build 
up any desired reflecting 
unit by standardized low 
cost parts. 


The A. B. Wilson Co. 


General’Sales Agents 


Leader-News Bldg. Cleveland 














Send this coupon 


THE A. B. WILSON CO. 
Leader-News Bldg. 
CLEVELAND, O. 


Please send your new Number Ten Handbook to 
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Light is a Magnet 


It is human nature to go where the lights shine brightest, where 
goods can be most invitingly displayed, where buying can be done 
with a maximum of comfort. The well lighted store literally 
draws trade to its counters. 


The year’s purchasing activities are now at their high water 
mark. Prosperity has made it easy for the merchant to light up 
his store. The short days make it imperative for him to do so. 
There has never been a better chance to interest him in sign, build- 
ing front, display window and interior lighting with National 
MAZDA C lamps. 





Make the most of the opportunity. Get your prospects lined’ 
up and then approach them along the lines of better lighting 
service. Personal solicitation will do most but newspaper and 
mail advertising are two powerful aids. Our advertising men will 
be glad to help you in developing new business plans. Send in 
vour request for their services to the Division furnishing you lamps. 


NATIONAL LAMP WorkKS 


Gasp) OF GENERAL ELECTRIC CO. 
47 NELAPARK CLEVELAND 


Member Society for Electrical Development—“Do It Electrically” 


sQOQ9080-O0a276 

















TIMI UIUC LULL 


" 
U 


December, 1916 


SO 


ELECTRICAL MERCHANDISING 


‘g Electrically 


\, Soft Hair 





Driven 


Brush of 


Over $32,000 in two months 


one central station’s Hoover sales 


No other yacuum cleaner has ever 
sold to equal this. If you will push 
this line of big profit in the manner 
that it deserves pushing—if you will 
make a special effort to sell Hoovers 
as this dealer did you can make 
profit in a volume that will delight 
you. 


It is the easiest selling of vacuum 
cleaners, because of its wonderful 
feature —the patented 
electric-driven brush of soft hair 


exclusive 


which makes it an electric carpet 
sweeper and vacuum cleaner com- 


bined. It sweeps up all clinging 
hair, thread, lint, etc.—shakes to 
the surface and makes easily remov- 
able the heavy, imbedded dirt— 
straightens the nap of the carpet to 
its proper position—results in a de- 
gree of cleanliness and like-new ap- 
pearance that no other cleaning 
machine can produce. 


Send the coupon for full informa- 


tion about the Hoover, and the sell- 


ing ideas which we offer to our 


dealers in its sales. 


The Hoover Suction Sweeper Company 


912 East Maple Ave., New Berlin, Ohio 





¢ 


MUA 


\ 


Send this 


for our 
proposition 


The Hoover 
0 Suction Sweeper Co. 


obligation 


, 4 Firm name 


ER y Address in full 


Your name 


912 E. Maple Ave., New Berlin, 0. 
0 With the understanding that 


incurred 


no Ss 
kindly send me full particulars 
of your proposition to dealers 
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The Reflectors of Utility and Value! 


ABOLITES 


The porcelain-enameled reflectors that 
make good with users, engineers and 
oe a architects, contractors and jobbers 





Holder Socket, Bowl Type 


Abolite 
Abolites always lead for best and uniform results. 


Low maintenance cost for both lamps and reflectors. 


The Abolite line is complete and of A-B make 
throughout. Each unit possesses all desirable char- 
acteristics in the best proportionate degree. 


And now Abolites are porcelain enameled in our 
own new vitreous enameling plant. Our increased 
facilities mean better product and service. 


Shade Holder, Dome Type Have you a copy of Catalogue 137-A? Hiciter Socket. 
Abolite ; sae Typ 
Abolite 


The Adams-Bagnall Electric Co., Cleveland, Ohio 


Manufacturers of Industrial, Commercial and Street Lighting Equipment; 
Electrical Apparatus with both ; Distributing Power and Constant-Current Transformers; 
Merchandising and Engineering Merit | Gyrofans; Oscillating Fans; Auto Electrical Accessories 


Write now for data or quotation on your requirements! 
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joo00! 
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Now is the time to complete your stock of attractive and useful 
fixtures suitable for Christmas Gifts. America’s Electrical Week 
has increased the growing demand for gifts electrical. 

Faries Fixtures are well known for their correctness of design 
and beauty of finish. In this wide variety of handsome fixtures you 
will find quick sales for 












Faries 


Adjustable Floor Portables 


for home or office 


Show them in your window display and suggest them as gifts 
for both men and women. Explain how “father” will appreciate 
the adjustable floor portable with smoking set attached. Picture 
the comfort a portable lamp will bring “mother” while reading or 
sewing. 

The complete line is shown in our new 


Catalog No. 24 and Floor Portable Circular. 


FARIES MFG. CO. 


DECATUR, ILL. 
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: start an electric 4 







































PERE sign campaign now WEISS 
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Winter’s dark days and long nights make this the 
ideal season to go after electric sign business. 
FEDERAL Electric signs and FEDERAL selling 
co-operation are making new records right now 
for dealers and Central Stations from Boston to 
San Francisco. 


central stations need 


FEDERAL electric signs 


Any campaign to increase a Central Station’s cur- 
rent load must logically give a leading place to 
Electric Signs. More current sales will result 
from selling one electric sign than from a hundred 
irons or toasters. The cumulative effect is greater 
—each electric sign is a strong, widely-read adver- 
tisement for increased use of elctricity. And each 
electric sign installed by a merchant compels com- 
peting merchants to put up other signs, to main- 
tain their position. 


learn how FEDERAL 


cooperation can help you 





Our selling plan is a complete aid to the dealer, 
and includes placing at your disposal the resources 
of our corps of expert sign designers, of our four 
great factories and twenty-four branches in all 
the large cities. Original designs will be sub- 
mitted, or the prospect’s idea worked out in prac- 








Federal Electric Sign on the Bank of Long Island, 


tical form. Write today for the full plan and our Queensborough Plaza, Long Island City, N. Y. q 
illustrated bulletin No. ro. A SIGN THAT IS BRINGING RESULTS 
No business is too ‘‘dignified’’ or too common to 

benefit from the constant, intensive individualizing 


publicity of the Blectric Sign. 


Federal Sign System (Electric) 






























si 
pagueeuces! 
jeeeuwens: 
TrTiTit 


sotto 





Peaaeeent 


atthe, 


PES SerSrese eee etsaseUtERESTSeSssseees 


PESSESCOETRSSSTSERSSSER EES CSISESSCCSSSEEEES SECTS SESSSSSETSASSSSCIC PSL SSSTPSt recesses eearewessataseseest 





wt, 


3 
Poe ceee CS SPSSSSSSSSETSSESSS ESSEC Eset earsecuseeEt 


Titi titi 


ate 





antitttittin.. 
Tttit 


Tilt 
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1790 Broadway 1618 Mission St. 
NEW YORK SAN FRANCISCO 
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Four Factories z= 


Branches in all the large cities 
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GROCER ANDI Do 

































Walk slowly through the bus- 
iness streets of your town when 
the windows are a-light to-night 
and list down those that look 
dim. There will be lots of them. 
Then make a quick campaign of 
calls on every merchant who needs 


FRANKLIN 
Mazda Lamps 


to make his shop stand out a 
bright spot that will attract the 
Christmas shopper. 


Here is a chance for some quick 
selling, and every sale can be a 
permanent account if you install 
the Franklin Mazda and guar- 
antee perpetual satisfaction to 
your customer. 


It pays to sell the Franklin 
Mazda for Franklin Service wins 
you friends. 


The Franklin Electric Mfg. Co. 


Hartford, Conn. 





Remember— 
The Name of Franklin 
Helps You Sell........ 


























The Big 


Demand Cleaners 





Fourteen-inch 





, nozzle. 
Revolv- 
ing brush to 
take up ravel- 
ir lings, thread, 
hair, etc. 
Four large 
y Lee rubber rollers 
ee for easy move- 
ment. 
4 : Large air 
o—>y /™ chamber. 
‘ High grade 
universal mo- 


\ tor, good for 
either alterna- 
ting or direct 
current cir- 

a nh a“ 

’ Large open- 
(iS ing to receive 
a dirt. 


Case made 





of aluminum, 
light and 
strong. 


‘ Dust bag has 
: \ large capacity 


and is easy to 








empty. 





All the es- 


sential features 











for cleaning 
thoroughly and 
quickly. 








Pittsburgh “FA” 


This cleaner retailing at $21.00 and 
the Pittsburgh “F”’ retailing at 
$16.00 are exactly what the majority | Be 
of housekeepers want. They will | Bu 





build up your cleaner business and 
net you handsome profits. Put them 
to every test and decide for yourself. 


Send for catalog section and 
discount sheet. 


Pittsburgh Electric Specialties Co. 
Pittsburgh, Pa. 
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Successful Contributors $2.00 Awards: 
H. H. Johnston, Vice.-Pres., 
November Issue Short Stories of Lamp Sales The Wm. T. Johnston 
$15.00 Award: Company, Cincinnati, O. 
G. S. Wills, District Sales told by Salesmen 2 Salesmen i oe Nae, ee 


Representative, West rs 
Penn Power Company, 
New Kensington, Pa. oe 

$10.00 Award: 

Ss. C. Dowling, New Busi- 
ness Manager, Consum- 
ers Power Company, 
Owosso, Mich 


ness Assistant to Division 
Agent, Public Service 
Electric Company, Cam- 
den, New Jersey. 

Kenneth Lindsay, Manager. 
Wapsie Power & Light 
Company, Mount Vernon, 
Iowa, 


November 
1916 


CONTENTS 
Getting a Start With a 
Cheap Installation 
By G. S. Wills 




















+ 
A Case in Court 
By S. C, Dowling 
+ 
Working Behind the 

Counter to Get 

a Contract 
By A. W. Young 
+ 
Masons and Mazdas 
By H. H. Johnston 


—either in 
Money 


—or in 
Selling Ideas 


+ 


A Barber Shop Ad 
By Kenneth Lindsay 
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Lamp salesmen are the logical men to impart lamp selling ideas. 

Lamp salesmen exclusively edit “HOW-I-DID-IT” by relating stories of interesting methods 
of selling lamps. 

We are glad to print such stories and to circulate them among lamp salesmen. 

Inasmuch as they are not confined to the selling of any particular make of lamps and are 
helpful in bettering all lamp sales, we ask vour co-operation in creating the maximum amount of 
good that they can do. 

We ask that you signify your interest in a broad educational work by requesting copies of 
“HOW-I-DID-IT.” These will be sent without cost or obligation on your part. 

We also ask that you contribute short stories of lamp sales. Such as are accepted will 
be paid for. 

The book of rules on how stories should be written will be sent you with the first copy of 
“HOW-I-DID-IT.” 


For your convenience use the coupon. 


Westinghouse Lamp Company 


Atlanta Chicago *Dallas Los Angeles Philadelphia Salt Lake City 
Baltimore Cincinnati Denver Milwaukee Pittsburgh San Francisco 
Boston Cleveland Detroit New Orleans Portland Seattle 
Buffalo Columbus Kansas City New York St. Louis Syracuse 


*Westinghouse Lamp Corporation. 
Export Sales Dept., 165 Broadway, N. Y. C. 
For Canada—Canadian Westinghouse Co., Limited, Hamilton, Ont. 


Tear this off now and send it. 





Advertising Department, 
Westinghouse Lamp Co., 
165 Broadway, New York City. 


Please enter my name to receive “HOW-I-DID-IT” monthly; also send me the rules governing the contribution of stories. 


1. Name 


1M oo I SE oe WSR ee ee MMP re nt ee EOC ee ee er er OCCT KCI an Cae 
SOMOS Sea eae cara ar eee men Per ae er ie eg arora rena Coe ae eC a a! ee ae 
MY ps RRR a Cer a a ee ee Cr er ee eh TE PO CE CR Ce Cr ee te 
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estinghouse 


Motor Generator 
Sets 


For Charging 
Starting, Ignition, 
and Lighting Batteries 


i T Wau 4 7 


. 74Q RTI Et 
is \ 
f 


Reduced Battery capacity at !ow temperatures 
—necessitates more frequent 
battery charging. 
More driving after dark due to longer nights 
—necessitates more frequent 
battery charging. 
Low temperature, requiring more starting power for longer periods 
—necessitates more frequent 
battery charging. 
Winter with more city driving, at slower speeds, with short trips 
and frequent starting 












—necessitates more frequent 
battery charging. 





Westinghouse Electric & 
Manufacturing Co. 


East Pittsburgh, Pa. 


Sales offices in all 
large American 
Citie 


WESTINGHOUSE 
ELECTRIC 
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Let us Mail You 
Descriptive Folders 
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Illustrating a 1/6 hp. motor 


19th, Pine to Olive Sts. 


The difficulty of successfully starting small ap- 
paratus is easily overcome by installing the frac- 
tional sizes of 


Cx 


Repulsion Start—Induction 


SINGLE PHASE MOTORS 
(1/10 to 1/4 H. P.) 


which possess a start- 
ing torque in excess 
of 3 times full load 
torque. They, there- 
fore, are desirable for 
operating such appa- 
ratus as requires con- 
siderably more torque 
to start it than to keep 
it in motion, especially 
for such as is located 


in cool places and is controlled automatically or 
from a distance. 
Other sizes up to 40 horse power. 


THEY KEEP-A-RUNNING 


CENTURY ELECTRIC COMPANY 


St. Louis, Mo., U.S. A. 
Sales Offices in Principal Cities 244 








lete methods. 


Terminal Warehouses 


A material for frosting E 
lamps that replaces acid 2 
or sand-blasting 


Etch-O-Lite can be handled by 

any one—is absolutely safe— 
saves 50% on the cost of obso- 
e Order a small 
quantity and test it—or ask us 
_ for data to-day. 


UNION ELECTRIC COMPANY 


‘Sole selling agents for United States 


Pittsburgh, Pa. 














(Signed) 


You can examine this book for ten 
days FREE by returning the cou- 


Croft’s 
American 
Electricians’ 


Handbook 


pon below. 


VY ELECTRICIANS’ HANDBOOK | 


TERRELI 


CROFT 





By Terrell Croft 


711 pages, over 900 illustrations, leather, 
pocket size, full gilt, $3.00 net, postpaid. 


The book is a whole library of prac- 
tical electricity in a single pocket-size 


volume. 


There are over 700 pages and over 900 


illustrations. 


And every line of text 


and every illustration is a simple, 
understandable statement of practical 


electrical work. 
Just consider this 
contents: 


FUNDAMENTALS — A 

I reference section on prin- 

ciples of electricity and 

electrical engineering. 156 

pages, 159 illustrations. 

I GENERATORS AND 
MOTORS—Characteris- 
tics and Management— 

Trouble and Remedies—Di- 

rect and Alternating Current 

Machinery — Starting an 

Controlling Devices—Installa- 

tion. 172 pages, 136 illustra- 


tions. 
OUTSIDE _ DISTRI- 
Ill BUTION—Pole Lines 
— Underground Con- 
duits — Transformers — De- 
aign of Systems, etc. 72 pages 
118 illustrations. 


brief summary of 


I INTERIOR WIRING 
—Every detail for all 
kinds of wiring, in- 
cluding old buildings, signs, 
etc. 190 pages, 274 illustra- 
tions. 


TRANSFORMERS — 

Connections—Operation 

—Types—Special Forms 
—Installation. 50 pages. 58 
illustrations. 


VI ILLUMINATION — 
—_. and Street— 
of Lamps—De- 


pear)... © etc., etc. 
50 pages, 40 illustrations. 


There is a copy of Croft waiting for you, 
Shall we send it today? 


FREE EXAMINATION COUPON 


McGraw-Hill Book Co., Inc., 


239 West 39th Street, New York, N. Y. 


(Address) ..... 


pT PTTL eR 


(Not required of subscribers to Electrical Merchandising. 
approval to retail customers in the U. S. only.) 


You may send me on 10 days’ approval: 

Croft—American Electricians’ Handbook, $3.00 net. 
I agree to pay for the book or return it postpaid within 10 days of 
receipt. 
If a regular subscriber to Electrical Merchandising, check here [] 





E.M.-Dec. 


Books sent on 
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Winches 
Bond Wire 





Cable Racks 
Conduit Rods 





Underground Specialties 





Cable Reel Jacks 


Manhole Guard Rails 


Capstans 
Bond Plates 


etc., etc., etc., 


T. J. COPE 


1620 Chancellor Street 


CATALOGUE ON REQUEST 


PHILADELPHIA, PA. 














NOW IS THE TIME TO START 


It is doubtful if there ever has 
been a more propitious time than 
the present in which to start ad- 
vertising. A number of factors 
seem almost to have conspired in 
favor of the concern which is just 
beginning to advertise, or the con- 
cerns who are now advertising to 
but is “thinking about it.” Now 
is the time to commence building 
a structure of good will for the 
years to come, and at no time 
within our recollection have con- 
ditions been more favorable for it. 

In the first place, there is a tend- 
ency on the part of many con- 
cern which never has advertised, 
cut down their space and relax 
their efforts because they are 
oversold. In many lines there is 
actually a surplus of orders which 
go begging from door to door, and 
the old argument, “Why should 
we advertise when we don’t need 
more business?” is still potent. 
Dangerous as such a policy is, re- 


sulting often in loss of prestige, 
impairment of trade-mark values, 
a slump in the morale of the sales 
force, and a general letting down 
of efficiency on the part of the 
whole organization, there are 
many concerns who still follow it. 
Swamped with more orders from 
jobbers and dealers than they can 
fill, they allow the great consum- 
ing public to forget, thereby giv- 
ing competitors the chance to cut 
in and make themselves known. 
Again, an investment in adver- 
tising to-day will probably pay 
dividends more quickly than at any 
time in the past ten years. As 
we have said, there is actually a 
surplus of orders in many lines, 
an overflow, so to speak, which 
may be easily diverted into pre- 
arranged channels. A judicious 
campaign of advertising, inaugu- 
rated now, will not only start the 
foundation of future prestige, but 
will result in the gain of a larger 
share of that overflow business 


—Editorial from Printers’ Ink, October 12, 1916. 


which at present is anybody’s 
who shows the capacity to take 
care of it. In other words, instead 
of being obliged to win all of his 
business away from the established 
concerns, the new advertiser to- 
day can gather unto himself a lot 
of business which the established 
concerns cannot handle. All of 
which means, of course, that the 
initial investment in advertising 
will more quickly show a profit, 
that a larger number of actual cus- 
tomers will be reached, and that 
the momentum of the whole cam- 
paign will be greatly increased. 

We do not doubt that some 
concerns will reply with the old— 
and specious—plea: “Why adver- 
tise when we are getting business 
without advertising?” That is 
like the excuse of the man whose 
roof leaked; when it rained he 
couldn’t fix it, and while the sun 
shone it didn’t need fixing, any- 
way. 











December; 1916 
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A Good Fuse is like Reliable Insurance, not 
an Expense but an Investment, and proves 
itself so in time of need by giving the protec- 
tion paid for. 


“Union” Fuses are made to safely carry their 
specified load but to promptly and safely open 
the circuit when the prescribed overload is 
reached. Opening on less current would be 
a needless expense to the user, and requiring 
more would rob him of the protection that he 
has a right to expect for his apparatus. 


Write for Catalog No. 28 


ate Grecia ane a 


CHICAGO NEW YORK 





ELECTRICAL MERCHANDISING 


NATIONAL.OUALITY 
Che Buckeye Elertric Bivision 


National Lamp Works of General Electric Co 
CLEVELAND, OHIO 


C ag 4W ake S Pittsburgh, Fulton Bidg 


THE MYSTIC ADVERTISING DEVICE 


A MARVELOUS ATTRACTION—100% PUB- 
LICITY—the kind that brings your merchandise, 
your products, your special sales and the announce- 
ments of your store to the attention of the public 
when they are at your portals. We believe that if 
this can be accomplished, it is 100% efficiency in 
advertising. 


You may have the most attractive stores, the finest 
windows and the season’s newest creations in mer- 
chandise, but if you cannot stop and hold the people, 
then you are not deriving the returns possible from 
the window display in your store. If you can stop 
and hold the attention of 80% of the public that 
Passes your window, would you not consider it a 
marvel? 


THE MYSTIC ADVERTISING DEVICE will 
perform this miracle. It will put animation into 
your windows. None can escape those equipped 
with our Mystic Device. It interests everyone, 
everybody, everywhere. It is the greatest salesman 
ever employed in merchandising, and can be used 
the year ’round. 
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“HOW” Paper 


ERE, for the first time, is a paper conceived in the spirit of the electrical business—a 
monthly magazine that will reach out and into the work of the men on the firing line 

next to the final consumer. Electrical Merchandising will not tell how or why something 
might be done, but how it can be done. Electrical Merchandising will seek to answer three 
questions for every man in the selling side of this electrical industry —“How can I make my 
electrical business bigger?” “What methods or plans and materials or equipment or stock 


do I need to do it?” “How can I use them?” 
the Electrical Trade, is the Answer Book. 


For the CONTRACTOR 


ABOR, material and overhead, pay- 
roll, stock-room and cost-of-doing 
business—these problems the contractor 
, has always with him. Electrical Mer- 
Fae chandising will take up the making of 
bids. It will show how the form and 
method of making bids helps get orders, how to figure cost- 
of-doing business, simple systems for keeping track of time 
and material on jobs, what new way there is to handle 
some unusual job, how to get jobs by suggesting some- 
thing new, where to get material, how to build up a local 
business, tools and appliances and so on. Not everything 
in every issue but something in all issues that will make 
every contractor say “I wonder why I never thought of 
that before.” 












“ For the DEALER 


2 LECTRICAL MERCHANDISING 
will summarize each month for the 
dealer not only the newest and latest de- 
vices and appliances to buy but how they 
can be sold. Seasonable articles will tell 
how to conduct local campaigns to meet 
the demands of the month. Special articles and depart- 
ments showing how to do local advertising, how to put 
your name before your community in a new way, how 
other men have given their shops or stores individuality, 
how to keep down store costs, what to buy and where to 
get it, how to mark up goods, and so on. Live dealers will 
contribute to the columns of Electrical Merchandising. 
Twelve times a year every dealer who reads will attend an 
idea-convention in “Electrical Merchandising.” 





) 





For the 
CENTRAL STATION MAN 


DEAS that can be turned into business 

—ideas on selling the local manufac- 
turer, the business man and merchant 
& and the housewife. Schemes, plans and 
how to widen the application of electricity 
in your town, not methods that may sell, but ideas that 
have brought business. How to build up a local electrical 
league, what makes an electrical show pay, novel ways to 
advertise, something new to sell old customers, and so on. 
Photographs and pictures, diagrams and charts where they 
will help make an idea clear. 








Electrical Merchandising, the Magazine of 


|For the JOBBER 


A STICLES that deal with the jobbers’ 
4i problems, credits, short orders, ris- 
ing costs of business, routing sales 
forces, keeping in touch with new de- 
velopments, what the supply manufac- 
. turers are doing, trade names and labels, 
branding and re-packaging and so on. Electrical Merchan- 
dising will live up to its name—A Monthly Magazine of the 
Electrical Trade. Every jobber and every jobber’s sales- 
man will want his own copy. 













|For the SALESMAN 


LECTRICAL MERCHANDISING 
will take up the questions of per- 
‘aatu| Sonal salesmanship. Each month in spe- 
wae |i) cial articles and departments will be pre- 
Tis : TT | sented methods and plans by which men 
Le = on the road keep in touch with the house, 
get the buyer’s ear and the name on the dotted line. Tips 
on new appliances and devices, what other men are doing, 
the gossip of the trade, which helps extend acquaintance- 
ship. Electrical Merchandising will be the clearing house 
for what’s happened since the last trip. Coming once a 
month, Electrical Merchandising will be mailed to your 
house or to your office—as you prefer. 








For the MANUFACTURER 


Je NTIMATE contact with the distrib- 
ak utor and his problems, what other 
bes manufacturers are doing, how to find and 


build up local agents, where to get de- 














7:9 vices and fittings. Special articles for 
-Exl'ad the local fixture manufacturer, mate- 
rials, selling and labor questions, the oe problem, 
and so on. Because Electrical Merchandising is planned 
for the men who install and sell electrical appliances, 
devices, supplies and machinery, it will be the “Master 
House-Organ” for all manufacturers selling to the trade. 
Some manufacturers mail a house-organ to their own lists. 
Electrical Merchandising will combine the force of many 
house-organs and get the message of how to build a bigger 
business to every distributor who reads it. In helping its 
readers to solve their sales problems, it will help the 
manufacturer to solve his. 


Note the coupon below. Fill it in, mail it today. You may pay now or later. 


To ELECTRICAL MERCHANDISING, 239 West 39th Street, New York 
I ACCEPT YOUR SPECIAL HALF-PRICE INTRODUCTORY SUBSCRIPTION OFFER. 


POE. 5 os sa sca Se herewith. I agree to send........ Clb OT EEGs oi va vcs een ewes OSs 

es og stisia ats sa CGR KORA S A as Oa 

pS EET TET SLE Or TLS ee ee CIC ik sea canis 6 Absa es aoe TS Se are ore 
NATURE OF BUSINESS OF COMPANY.........ccecccecccces ge! OS en Mere ey te ee ET ie ee ee ke 


Special Yearly Subscription Rates Now: Domestic, $1.00; Canadian, $1.50; Foreign, $2.00. Regular Yearly Subscription Rates are: 


» $2.00; Canadian, $2.50; Foreign, $3.00. 


December, ELECTRICAL 


MERCHANDISING 





The Distinctive 
APEX Nozzle 
Cleans Under 


as well as 


Around ! 


That’s the Big Reason So 
Many Dealers are Selling 








Housewives appreciate the 
exclusive features—Sales 
are easy—Profits BIG! 











Write us for prices—learn about 
our selling helps. Start the new 
year selling the APEX — our 
Factory Guarantee keeps your 
customers happy — protects 
both of you. 

The Apex Electric Mfg. Co. 


Cleveland, O. 


5 te502 
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A Word 
to Employers 


You can secure just the man you desire to 
strengthen your organization by placing an ad- 
vertisement in the Searchlight Section of the 
Electrical World. 


This paper is read by progressive men, many 
of whom are ambitious for better positions than 
they now have. They study our ‘‘Positions Va- 
cant’? columns each week for opportunities for 
advancement. 


You can get in touch with a number of these 
competent men and select the one best fitted for 
your needs, by stating in an advertisement in our 
Searchlight Section the experience and qualifica- 
tions you require and telling what you have to 
offer. The cost will be only 3 cents a word, mini- 
mum charge $1.50 an insertion. 


We suggest that you use in the advertisement 
either your own name, that of one of your em- 
ployees, or a local post office box number or street 
address, so that the replies (letters and telegrams) 
will come direct to you. If you prefer to have the 
replies addressed to a box number in one of our 
offices, they will be enclosed in new envelopes 
and remailed to you promptly each day. 


Hundreds of prominent employers now use this 
method of securing the men needed in their 
organizations. May we not help you also? 


Electrical Merchandising 
239 W. 39th St., New York 











Especially 
in 
Electrical 
Practice— 


Voume i 


You want 
facts— 


facts and details which must be unvarying in 
their practical application to the work you 
are doing. No experimentation must be in- 
dulged in. 


When you read books you do so in order to 
improve upon your own methods—to increase 
your knowledge and earning power. There 
are no other incentives. Books purporting to 
tell how to improve methods, knowledge and 
earning power in the electrical field must neces- 
sarily be of a high standard, otherwise they could 
not possibly receive recognition at the hands of the 
electrical worker of to-day, who demands accuracy, 
authoritativeness, conciseness. 


The man who is exacting when it comes to electri 
cal literature will appreciate the Home Study 
Course in Practical Electricity, containing seven 
hundred pages of boiled-down facts, because every 
page was written by a practical man. The author is 
an advocate of the highest standards of efficiency 
in electrical practice. 


Any man interested in any branch of electricity 
will recognize in the Home Study course in Practi- 
cal Electricity a helpful and distinct method of 
bringing out in detail and in question and answer 
form the simple and intricate facts—simple methods 
of acquainting even the apprentice with these facts 
which will probably not be found in any other books. 


T 
aeee=e FREE EXAMINATION COUPON =<==== 
McGraw-Hill Book Company, Inc., 

239 West 39th Street, New York 
Gentlemen: Send to me transportation charges prepaid for free exam 
ination the Home Study Course in Practical Electricity, three volumes 
complete, price $6. If satisfactory, I will remit $1 in ten days and $1 
per month until paid. If not wanted, I will write you for return 
charges. 


Signature ... 
Residence address . 
City and state 
Name of employer... 


Occupation 
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WARD LEONARD 


Enamelled Resistance Unit 





A 3000 Ohms Resistance in a 
Unit °/1<” Wide by 1°/;” Long 


Each unit is composed of a porcelain tube wound with 
a special resistance wire of practically zero temperature 
co-efficient. The tube after being wound with wire is 
covered with a vitreous enamel which holds the wire 
firmly in place. The copper connecting wires or terminal 
leads consist of round copper braids each composed of 
a large number of flexible copper wires. Grounding is 
absolutely yo as the support is composed of the 
most perfect insulating material. 

The finest wire when properly embedded in the special 
enamel used for these Ward Leonard resistance units is 
entirely free from any mechanical strain due to the 
heating and cooling and is perfectly protected against 
all oxidation or other chemical depreciation, such as is 
invariably met with where fine wires are exposed to 
the air at any part of their length or are embedded in 
any materials such as cement, japan, shellac or any 
other insulating material thus far used, with the single 
exception of enamel. 


Ward Leonard Electric Co. 
Mt. Vernon, N. Y. 





THE 


“AMERICAN BEAUTY” | 
ELECTRIC IRON 


When your customer demands something more 
than a plain electric iron; when she wants an 
iron that is guaranteed for all time, finished to 
the highest degree possible, balanced to a frac- 
tion of an ounce; in fact when she demands a 
“SUPER IRON” sell her an 


“AMERICAN BEAUTY” 
The Best Iron Made. 


Catalog and discounts upon request. 


American Electrical Heater Company 
Detroit, U.S. A. 
Oldest and Largest Makers in the World 








SELL _— 


=BRIGHE 








ELECTRIC LANTERNS 


Long Distance Spotlights are made in 
many styles for a thousand uses. 
Write your local Jobber to-day, or 
BURCHWELL MANUFACTURING CO. 
Pontiac Bldg., St. Louis 
San Francisco Representative, N. Abrams, 285 Minna St. 
Chicago Representative, Sternberg & Co., 180 N. Dearborn St. 











Remember— 


For a limited time only. 
Electrical Merchandising. 
Special subscription price 

is One Dollar. 

The regular price is, and will be, 
Two Dollars. 

Send your order today. 











MR. DEALER 


When disputes with customers arise over performance or fitness of electrical apparatus, 
don’t argue—get the PROOF. Let us test the article. Our impartial and authoritative report 
settles the matter—satisfies all—at small cost. 

LET US UMPIRE YOUR DISPUTES 


ElectricaljTesting Laboratories, 80th Street and East End Avenue, New York City 


customers you uae 4 SOME 
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ractorel MOTORS 


FROM 100TO 4%~HP-A HIGH-GRADE MOTOR 
For Every PurposeUniversal OperatesOn AC DC. 


WRITE FOR LITERATURE 


___ Wisconsin Electric Co. EX} Dumore Bldq. Racin 




















December, 1916 








FOR SALE 





Stock Taking Time 


Now is the time to turn the surplus stock 


of metals you have on hand into cash. 
We buy all grades of scrap metals, 
small lots as well as large lots. Write 
us today and tell us what you have and 
we will be pleased to quote you prices. 
National Metal & srtubber Company, 
30-31 India Wharf, Boston, Mass. 


Typewriters for Sale or Rent 


All makes factory rebuilt by famous 


“Young Process.’”’ As good as new, look 
like new. Our big business permits low- 
est cash prices; $10 and up. Also ma- 
chines rented, or sold on time. No 
matter what your needs are we can 
best serve you. Write and see—now. 
Young Typewriter Co., Dept. 1252, Chi- 
cago, Ill 


For Immediate Delivery 


Two 2% and two 3%, 475 r.p.m., type 


“G,” 220, D.C. Diehl, for direct connec- 
tion to sewing-machine shafting. Send 
us your inquiries. We may have some- 
thing for you. Likewise, send us list 
of any motors you have to sell. H. C. 
Heidrich, Pres., Electric Motor & Repair 
Co., 264 Halsey St., Newark, N. 

“Jovian, Rotarian, and Co-operator.” 





Beware of the Junk Pile 


The junk pile is the last resort—a little 


For Sale ad in this Searchlight Section 
should be the first and most profitable 
means of getting money for used equip- 
ment. An investment of $1.50 may 
bring you some real returns. It has 
done this for others. 
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MISCELLANEOUS WANTS 











Motors Wanted 


We are in the market for several A.C. and 


D.C. motors, and also some plating dy- 
namos, any size or make. Write us 
what you have to offer. Schwartz & 
Land, 207 Centre St., New York City. 


Electricians and Armature Winders 


Send $1 for 14 blue prints of motor wind- 


ings, 10 A.C., single, two and three 
phase and 4 D.C. or set of 20 A.C., 4 
D.C. and 4 rotary converter drawings, 
$1.60. Winding made easy. Martin Elec. 
Co., 329 Irvington Place, Denver, Col. 


Your Advancement 


is largely in 
your own hands—it is 
doubtful if any 
one else is worrying over it 


Better positions can be secured 
through small advertisements in the 
“Positions Wanted” Columns of Elec- 
trical Merchandising. 


50 cents for 25 words 





Salesman With a Record 
Salesman, 12 years’ successful record sell- 
ing electrical trade from coast to coast 
Will start at moderate salary with re- 
sponsible concern. Box 22, Elec. Mer- 
chandising. 





Do You Want a Job? 


How many firms in your line know of 
your ability? Possibly a dozen. Are 
you going to depend on one of the dozen 
to give you a job? Or will ‘you take 
the better chance of getting a really 
good job by putting your qualifications 
before the 10,000 readers of Electrical 
Merchandising? A little Searchlight ad 
at 2c. a word gives you that better 
chance. 


POSITIONS VACANT 


Can You Use a Good Man? 
Men who are ambitious for larger oppor- 
tunities—who are competent to fill bet- 
ter positions than they now have—can 
be reached through little announce- 
ments under the heading “Positions 
Vacant”; cost 3c. a word, minimum 
charge $1.50 an insertion. 


AGENTS AND SALESMEN 


Salesman Wants Additional Line 

Salesman, established, with electrical and 
chandelier trade in Western, Southern 
and Southwestern States, wishes an ad- 
ditional line on commission Box 29, 
Elec. Merchandising, 935 Real Estate 
Trust Bldg., Philadelphia, Pa. 





Lf — 





Big Results 


from Little Ads 


The advertisements in the Searchlight Section bring together 
employers looking for competent assistants and experienced men 


looking for better positions; manufacturers looking for new sales- 


men and salesmen looking for new connections; these little ads 
convert idle commodities into useful cash, idle cash into useful 
commodities, and that which you have but don’t want into that 


which you want but don’t have. 


considerable. 


The cost is a trifle, the results 


Get your Wants 


into the Searchlight 
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This is the Guide for the Buyer 
in the Market for Electrical Merchandise 


Those concerns which advertise in Electrical Merchandising put their, products in 
the Spot-light of Publicity and live up to the claims they make. They are listed below. 

















Batteries, Dry. 


Interstate Electric Novelty Co. 


Western Electric Co. 


Books, Electrical and Technical. 


McGraw-Hill Book Co. 
Boxes, Fuse. 
General Electric Co. 
Boxes, Junction and Outlet. 
General Electric Co. 
Cable Bond Plates. 
T. J. Cope. 
Cable Clamps. 
Union Elec. Co. 
Cable End Bells. 
T. J. Cope. 
Cable Racks. 
T. J. Cope. 
Cable Winches. 
. J. Cope. 
Circuit Breakers. 
General Electric Co. 


Westinghouse El. & Mfg. Co. 


Clusters. 


Federal Sign System (Electric). 


Condult, Flexible. 

Tubular Woven Fabric Co. 
Conduit, Interlor. 

Tubular Woven Fabric Co. 
Conduit Rods. 

T. J. Cope. 
Controllers, Motor. 

General Electric Co. 


Westinghouse El. & Mfg. Co. 


Cooking Appliances, Electric. 


American Electrical Heater Co. 


General Electric Co. 
Landers, Frary & Clark. 
Western Electric Co. 


Westinghouse El. & Mfg. Co. 


Displays, Electric. 
Century Mfg. Co. 
Electro Magnets. 
Ward Leonard Elec. Co. 
Fan Motors. 
Adams-Bagnall Electric Co. 
Century Electric Co. 
General Electric Co. 
Western Electric Co. 


Westinghouse El. & Mfg. Co. 
Fans, Exhaust and Ventilating. 


Adams-Bagnall Electric Co. 


Westinghouse El. & Mfg. Co. 


Fixtures, Electric and Gas. 
Adams-Bagnall Electric Co. 
Faries Mfg. Co. 


Federal Sign System (Electric). 


Flashlights. 
Burchwell Mfg. Co 


Interstate Electric Novelty Co. 


| Lamps, 


Fuses. 
Chicago Fuse Mfg. Co. 
General Electric Co. 
Western Electric Co, 
Westinghouse El. & Mfg. Co. 
Fuses, Refillable. 
Federal Sign System (Electric). 
Globes, Shades, etc. 
Adams-Bagnall Electric Co. 
Faries Mfg. Co. 
Gleason-Tiebout Glass Co. 
Heating Devices, Electric. 
American Electrical Heater Co. 
Landers, Frary & Clark. 
Pittsburgh Electric Specialties 
Co 


Western Electric Co. 
Westinghouse El. & Mfg. Co. 
Instruments, Electrical. 
General Electric Co. 
Westinghouse El. & Mfg. Co. 
Insulating Materials. 
General Electric Co. 
Westinghouse El. & Mfg. Co. 
Ironing Machines, Electric. 
Hurley Machine Co. 
Irons, Electric. 
American Electrical Heater Co. 
Pittsburgh Electric Specialties 


Co. 

Westinghouse El. & Mfg. Co. 
Lamps, Arc. 

Adams-Bagnall Electric Co. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Lamps, Frosting. 

Union Electric Co. 
Incandescent. 

3uckeye Electric Division. 

Edison Lamp Works. 

Franklin Elec. Mfg. Co. 

General Electric Co. 

National Lamp Works. 

Westinghouse Lamp Co. 
Lamps, Portable 

Faries Mfg. Co. 
Lanterns, Battery. 

Interstate Electric Novelty Co. 
Lighting Plants, Isolated. 

Main Electric Mfg. Co. 
Lighting Units. 

yeneral Electric Co. 

Westinghouse El. & Mfg. Co. 
Line Material. 

General Electric Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 


| Motors, A. 


| 
| 


Cc. 

Century Electric Co. 

General Electric Co. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Motors, D. Cc. .- 

General Electric Co, 

Western Electric Co, 

Westinghouse El. & Mfg. Co. 
Motors, Fractional H. P. 

Westinghouse El. & Mfg. Co. 

Wisconsin Electric Co. 
Panel-boards. 

Adams-Bagnall Electric Co. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Pole Line Hardware. 

Western Electric Co. 

Westinghouse El. & Mfg. Co. 
Protective Devices, Electric. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Ranges, Electric. 

General Electric Co. 

Westinghouse El. & Mfg. Co. 
Receptacles. 

General Electric Co. 
Receptacles, Sign. 

Federal Sign System (Electric). 


Westinghouse El. & Mfg. Co. | 


Rectifiers, Mercury Arc. 
General Electric Co. 
Westinghouse El. & Mfg. Co. 

Reflectors. 

Adams-Bagnall Electric Co. 
General Electric Co. 
A. B. Wilson Co. 
Resistance Units. 
General Electric Co. 
Ward Leonard Elec. Co. 
Westinghouse El. & Mfg. Co. 
Rheostats. 
General Electric Co. 
Ward Leonard Elec. Co. 
Westinghouse El. & Mfg. Co. 

Searchlights, Electric Auto, Etc. 

= Electric Specialties 
o. 


Shade Holders. 
Adams-Bagnall Electric Co. 
A. B. Wilson Co. 

Signs, Electric. 

Century Mfg. Co. 


Federal Sign System (Electric). 


New Method Advertising Co. 
Sign Letters. 
ederal Sign System (Electric). 
Sirens, Motor. 
Federal Sign System (Electric). 


| 





Sockets. 
General Electric Co. 
Supplies, Electrical. 
General Electric Co. 
Western Electric Co, 
Westinghouse El. & Mfg. Co 
Switchboard Fittings. 
General Electric Co. 
Westinghouse El. & Mfg. 
Switchboards. 
General Electric Co. 
Western Electric Co. 
Westinghouse El. & 
Switches. 
General Electric Co. 
Westinghouse El. & Mfg. 
Switches, Time. 
Westinghouse El. & Mfg. 
Telephones. 
— Tel. 


0. 
Western Electric Co, 
Testing Laboratories. 
Electrical Testing 
tories. 
Westinghouse El. & Mfg. Co. 
Testing Service, Electrical. 
Electrical Testing Labora- 
tories. 
Theater Dimmers. 
General Electric Co. 
Ward Leonard Elec. Co. 
Tools, Linemen’s. 
Western Electric Co. 
Westinghouse El. & Mfg. Co. 
Tools, Portable Electric. 
Wisconsin Electric Co. 
Tools, Underground Conduit. 
T. J. Cope. 
Transformers. 
Adams-Bagnall Electric Co. 
General Electric Co. 
Westinghouse El. & Mfg. Co. 
Vacuum Cleaners, Electric. 
Apex Electrical Mfg, Co. 
P. A. Geier & Co. 
Hoover Suction Sweeper Co. 
Hurley Machine Co. 
United Electric Co. 
Western Electric Co. 
Wisconsin Electric Co. 
Washing Machines, Electric. 
Hurley Machine Co. 
Western Electric Co. 
Window Displays, Electric. 
New Method Advertising Co. 
Wires and Cables. 
General Electric Co. 
Western Electric Co. 
Wiring Devices. 
General Electric Co. 


Co. 


Mfg. Co. 


Co. 
Co. 
Mfg. 


Labora- 





Save This Issue Because— 


It is the intention of the publishers of Electrical Merchandising shortly 
to present a new form of index of unusual value to readers. To get 


full benefit from it, it will be necessary for you to save each issue. 
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E FLEXIBLE* NON- 








PURADUCT ° 
REGUS. PAT OFF a: 
HIGHEST GRADE 


METALLIC CONDUIT 
Co 





Get the Conduit in the Box 


Every inch is perfect, just as 1t 
leaves the factory. No freight 
car or station dirt. Every inchis 
worth real money, your money 
—so get your money s worth. 


Get DURADUCT 


Trust the Jobber who sells Duraduct 










































OHIO 


The three essentials of successful selling are 
embodied in the Ohio Standardized line of elec- 
tric cleaners: 


a) Easy sales because of appealing features— 
reasonable cost and a choice of size to fit 
the customer’s needs. 


A margin of profit that makes it well worth 
while to push. 
. Revolvi . 
rush At 401 A company behind the product able and 
IGHT SPEE °a4° ‘ ° ° ° . 
7 . willing to go the limit in seeing that user- 
satisfaction is at all times maintained. 





“Standard” “Special” “Janitor” 


owertul house \ still more powerful ma 


fourteen hine—especially designed 
houses for extra - heavy duty. 
ist \dapted to service in large 


home use buildings, hotels, stores, et 























hese three models adapted as the, are to the different require 
ments of cleaning service—enable vou to satisfy the customer on 
the purchase. 

The design is such that the cleaners are highly efficient in their 
respective services—a further satisfaction. 

The policy of this company to make certain that users receive 
satisfactory service—and its ability to pursue this policy—is a 
factor vou can hardly afford to overlook. 


\Vrite us for details of Ohio service and our dealers’ proposition. 


THE UNITED ELECTRIC COMPANY 


The Wise-Harrold Electric Company—-Department O. 
CANTON, OHIO 


Wealso manufactureand sell the famous Tuec Stationary Cleaners, more of which are installed than all other types combined 








